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ABSTRACT 
Marketing has always been regarded as an important a c t i v i t y i n 
business o r g a n i s a t i o n s , however, i t s p r a c t i c e s vary among d i f f e r e n t 
types of i n d u s t r y . S p e c i f i c a l l y , the marketing of i n d u s t r i a l 
s e r v i c e s has received l i m i t e d a t t e n t i o n , and i s a comparatively 
unexplored f i e l d of research. 
This t h e s i s analyses the e x t e n t t o which the a p p l i c a t i o n of 
marketing techniques and p r a c t i c e s are c a r r i e d out i n the p l a n t h i r e 
i n d u s t r y i n the United Kingdom and Singapore and t h e i r customers' 
p e r c e p t i o n of t h i s approach. An attempt i s also made t o e s t a b l i s h 
any s i g n i f i c a n t d i f f e r e n c e s i n p r a c t i c e s between the two c o u n t r i e s . 
Accordingly, the study examines two major groups of f a c t o r s . These 
are: 
F i r s t , the use of marketing p r i n c i p l e s r e l a t e d t o the marketing mix 
elements, i . e . product, p r i c e , promotion and place. 
Second, customers' perception of t h i s approach, as w e l l as the 
d e c i s i o n making process as w e l l as buying f a c t o r s of customers. 
A thorough examination of l i t e r a t u r e p e r t a i n i n g t o these f a c t o r s has 
also been c a r r i e d out. 
The e m p i r i c a l i n v e s t i g a t i o n was c a r r i e d out i n two stages: f i r s t l y , 
1,000 p l a n t h i r e companies and the same number of h i r e r s i n the UK 
were chosen as the samples f o r the study. S t r u c t u r e d questionnaires 
were administered t o them by post and responses of 183 and 144 
r e s p e c t i v e l y were achieved. The second stage was c a r r i e d out i n 
Singapore over a pe r i o d of t h r e e months, d u r i n g which time 30 p l a n t 
h i r e companies were contacted by means of personal i n t e r v i e w s , and 
51 h i r e r s by telephone, both w i t h s t r u c t u r e d q u e s t i o n n a i r e s . 
Frequency and c r o s s - t a b u l a t i o n methods were used t o analyse the data 
c o l l e c t e d , w h i l e p r e s e n t a t i o n takes the form of t a b l e s . The 
f i n d i n g s of f i e l d research are conclusive, i n s p i t e of a number of 
l i m i t a t i o n s which were examined, together w i t h proposals f o r f u r t h e r 
research. In general, i t would appear t h a t , apart from a few 
notable d i f f e r e n c e s , the p r e v a i l i n g marketing p r a c t i c e s w i t h i n the 
i n d u s t r y i n the two co u n t r i e s are very s i m i l a r . 
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GENERAL INTRODUCTION 




THE PURPOSES AND IMPORTANCE OF THE STUDY 
1.1 INTRODUCTION 
I n 1965, Aubrey Wilson [ 1 ] commented: 
" I n d u s t r i a l marketing i s so broad a su b j e c t , so 
v i t a l l y important f o r i n d i v i d u a l f i r m s , f o r 
i n d u s t r i e s and f o r the economy, t h a t i t i s t r u l y 
remarkable why so few books s p e c i f i c a l l y i n t h i s 
subject have appeared i n the United Kingdom, or even 
i n the United States". 
Since then, other marketing academics such as Lawrence Fisher [ 2 ] , 
W. S. Penn and Mack Mongel [ 3 ] , George Risley [ 4 ] , Robert Dodge 
[ 5 ] , Raymond Corey [ 6 ] , Ralph Jackson and P h i l i p Cooper [ 7 ] , Manoj 
Agarwal and P h i l l i p Burger [ 8 ] , and Peter C h i s n a l l [ 9 ] have 
h i g h l i g h t e d s i m i l a r comment i n t h e i r works. I n f a c t , Peter 
C h i s n a l l [ 9 ] has gone f u r t h e r , so as t o str e s s t h a t management 
l i t e r a t u r e has l a r g e l y confined marketing theory and a p p l i c a t i o n s 
t o products, the m a j o r i t y of which have been concerned w i t h 
consumer markets. 
According t o Ralph Jackson and Cooper [ 7 ] , although the d i f f e r e n c e s 
i n i n d u s t r i a l buying and consumer buying are g e n e r a l l y understood 
and accepted, the d i f f e r e n c e s i n the marketing approaches by the 
two types of f i r m s do not seem t o be as c l e a r l y understood. For 
instance, there are some basic d i f f e r e n c e s i n market segmentation. 
Webster [10] proposed t h a t the more complex nature of i n d u s t r i a l 
marketing c a l l s f o r a d i f f e r e n t approach i n market segmentation. 
Doyle and Saunders [11] suggest t h a t although some of the 
approaches used i n segmenting consumer markets are a p p l i c a b l e t o 
i n d u s t r i a l markets, they r e q u i r e s i g n i f i c a n t m o d i f i c a t i o n t o be 
ap p l i e d . 
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Despite the e x t e n s i v e l y h i g h l i g h t e d issue of the lack of l i t e r a t u r e 
and i t s importance i n t h i s s ubject area, comparatively l i t t l e 
a t t e n t i o n has been given by research students t o undertaking 
s t u d i e s t o examine the exte n t t o which i n d u s t r i a l marketing i s 
p r a c t i s e d and how i t d i f f e r s from consumer marketing. 
Based upon the above f a c t s , the present study aims t o examine the 
marketing of i n d u s t r i a l s e r v i c e s i n general and i n the UK p l a n t 
h i r e i n d u s t r y i n p a r t i c u l a r , w i t h a s h o r t chapter devoted t o t h a t 
of the Singapore p l a n t h i r e i n d u s t r y and an attempt t o make a 
comparative study between the two. 
The choice of an i n d u s t r i a l s e r v i c e r a t h e r than a product i n my 
research study i s because, i n the perusal of both i n t r o d u c t o r y 
managerial and i n d u s t r i a l marketing t e x t s , i t found t h a t i n d u s t r i a l 
s e rvices have received very l i m i t e d a t t e n t i o n . 
1.2 THE SIGNIFICANCE OF THE STUDY 
The present study i s considered important f o r the f o l l o w i n g 
reasons: 
F i r s t l y : The s i g n i f i c a n c e of t h i s study stems from i t s concern f o r 
the lack of t e x t s s p e c i f i c a l l y on t h i s subject r a i s e d by so many 
marketing academics as mentioned under the i n t r o d u c t i o n s e c t i o n of 
t h i s chapter. This study has been undertaken i n the hope t h a t i t 
w i l l make a c o n t r i b u t i o n towards t h i s s ubject area, s p e c i f i c a l l y 
i n d u s t r i a l s e r v i c e marketing. 
Secondly: The increased importance of aspects of marketing 
business and i n d u s t r i a l s e r v i c e s . This study also stems from the 
s i g n i f i c a n t advances t h a t have been made i n marketing business and 
i n d u s t r i a l services i n the 1980s. Such progress had not occurred 
p r e v i o u s l y because u n t i l the l a t e 1970s, b u s i n e s s / i n d u s t r i a l 
s ervices had only a l i m i t e d need f o r aggressive marketing. But 
today, t e c h n o l o g i c a l changes, co m p e t i t i o n , d e r e g u l a t i o n and broad 
economic changes are f o r c i n g s e r v i c e companies t o emphasise 
marketing programs [ 1 2 ] . 
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T h i r d l y : The present study, i n a d d i t i o n t o the body of l i t e r a t u r e 
which i t reviews, provides u s e f u l i n f o r m a t i o n which can enable 
i n d u s t r i a l marketers, and the p l a n t h i r e companies i n p a r t i c u l a r , 
t o see c e r t a i n areas f o r mutual co-operation and concern. The most 
important c o n t r i b u t i o n t h a t i n d u s t r i a l marketers could make would 
be i n determining and suggesting ways i n which t h e i r o r g a n i s a t i o n s 
can b e n e f i t from examining the p r e v a i l i n g marketing p r a c t i c e s 
w i t h i n the i n d u s t r y and the views put across by i t s customers, i . e . 
p l a n t h i r e r s . 
1.3 THE ORGANISATION OF THE STUDY 
The study i s organised i n seven chapters, the f i r s t o f which i s the 
i n t r o d u c t i o n . Because of the lack of t e x t s i n t h i s s u b j e c t area, 
the l i t e r a t u r e review w i l l be revolved around the context of 
i n d u s t r i a l and service marketing, t o e s t a b l i s h the nature of 
i n d u s t r i a l s e r v i c e marketing. 
Chapter two i s e s s e n t i a l l y a review of the r e l e v a n t l i t e r a t u r e i n 
order t o conceptualise i n d u s t r i a l s e r v i c e marketing. This review 
begins w i t h an examination of the perspectives of i n d u s t r i a l 
s e r v i c e marketing w i t h a di s c u s s i o n of the d e f i n i t i o n s of 
i n d u s t r i a l marketing, what i n d u s t r i a l s e r v i c e marketing i s , i t s 
c h a r a c t e r i s t i c s and c l a s s i f i c a t i o n . This w i l l be f o l l o w e d by a 
review of the s t r u c t u r e and scope of i n d u s t r i a l markets, which 
examines the nature of i n d u s t r i a l demand and i n d u s t r i a l market 
segmentation. F i n a l l y , a review of the i n d u s t r i a l buying and 
s e l l i n g process, which examines the buying centre and the major 
i n f l u e n c e s on the i n d u s t r i a l buyers, f o l l o w e d by a d i s c u s s i o n on 
i n d u s t r i a l promotion and s e l l i n g . 
Chapter three i s an attempt t o present an overview of the UK p l a n t 
h i r e i n d u s t r y , t o e s t a b l i s h a foundation f o r understanding the 
f i e l d study f i n d i n g s i n chapter f i v e . The chapter begins w i t h a 
discus s i o n of the i n d u s t r y s t r u c t u r e , f o l l o w e d by market s i z e and 
trends, i n d u s t r y norm, and f i n a l l y the f u t u r e of the i n d u s t r y . 
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Chapter f o u r discusses the design of the f i e l d study and i s a 
bridge between the t h e o r e t i c a l framework and the e m p i r i c a l 
f i n d i n g s . I t presents the c o l l e c t i o n , a n a l y s i s and i n t e r p r e t a t i o n 
of data f o l l o w e d by a d e s c r i p t i o n and e v a l u a t i o n of the methodology 
which i s used i n t h i s study. I t also presents an overview of the 
sampling frame and the development of the q u e s t i o n n a i r e . 
Chapter f i v e i s devoted t o presenting a disc u s s i o n of the f i e l d 
study f i n d i n g s i n the UK and a summary of the f i n d i n g s . 
Chapter s i x i s a s u b s i d i a r y chapter devoted t o presenting a 
discussion of the f i e l d study f i n d i n g s c a r r i e d out i n Singapore and 
an attempt t o make a comparison w i t h those f i n d i n g s i n the UK. 
Chapter seven presents the c o n t r i b u t i o n s of the study, discusses 
i t s l i m i t a t i o n s and, where po s s i b l e , makes recommendations and 
suggestions f o r f u r t h e r research t o be undertaken. 
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2.1 INTRODUCTION 
This chapter w i l l review the r e l e v a n t l i t e r a t u r e i n order t o 
conceptualise i n d u s t r i a l s e r v i c e marketing. I n the process, the 
f o l l o w i n g t o p i c s w i l l be discussed: 
I n d u s t r i a l s e r v i c e marketing i n p e r s p e c t i v e , which discusses 
the d e f i n i t i o n s of i n d u s t r i a l marketing, what i n d u s t r i a l 
s e r v i c e marketing i s , i t s c h a r a c t e r i s t i c s and 
c l a s s i f i c a t i o n . 
The s t r u c t u r e and scope of i n d u s t r i a l marketing, i n c l u d i n g 
the nature of i n d u s t r i a l demand and i n d u s t r i a l market 
segmentation. 
F i n a l l y , a review of the i n d u s t r i a l buying and s e l l i n g 
process which examines the buying centre and the major 
infl u e n c e s on the i n d u s t r i a l buyers, f o l l o w e d by a 
discussion on i n d u s t r i a l promotion and s e l l i n g . 
2.2 INDUSTRIAL SERVICE MARKETING IN PERSPECTIVE 
Although the consumer marketing l i t e r a t u r e has acknowledged and 
de l i n e a t e d the d i f f e r e n c e s between the marketing of goods and the 
marketing of s e r v i c e s , the i n d u s t r i a l marketing l i t e r a t u r e has not 
r e a l l y done so as y e t . There are a number of d i s t i n c t i o n s between 
consumer goods and services presented i n the l i t e r a t u r e . The issue 
regarding the d i f f e r e n c e s between i n d u s t r i a l and consumer c l i e n t s 
has also been addressed. However, when i n f o r m a t i o n i s produced on 
issues r a i s e d about i n d u s t r i a l marketing, i t i s g e n e r a l l y done i n 
the context of i n d u s t r i a l goods. 
The purpose of t h i s s e c t i o n i s t o focus on i n d u s t r i a l s e r v i c e 
marketing and propose a framework f o r understanding i t , i n the 
contex t of i n d u s t r i a l and s e r v i c e marketing presented i n the 
l i t e r a t u r e . 
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2.2.1 I n d u s t r i a l marketing d e f i n i t i o n s 
I t has been argued t h a t the nature of marketing has necessitated a 
wide v a r i e t y of i n t e r p r e t a t i o n s and so encompassed many divergent 
viewpoints. The f o l l o w i n g statements may t e s t i f y t o t h i s lack of 
agreement on the nature of marketing and s t r e s s t h a t the answer t o 
the question "What i s marketing?" i s very complicated and somewhat 
confusing. 
" I t has been described by one person or another 
as a business a c t i v i t y , as a group of r e l a t e d 
business a c t i v i t i e s , as a trade phenomenon, as a 
frame of mind, as a c o - o r d i n a t i v e i n t e g r a t i v e 
f u n c t i o n i n p o l i c y making, as a sense of business, as 
a s t r u c t u r e of i n s t i t u t i o n s , as a process of 
exchanging or t r a n s f e r r i n g ownership of products, as 
a process of c o n c e n t r a t i o n , e q u a l i s a t i o n , d i s p e r s i o n , 
as the c r e a t i o n of time, place and procession 
u t i l i t i e s , as a process of demand and supply 
adjustment, and many oth e r t h i n g s " [ 1 ] . 
I t i s i n t h i s l i g h t t h a t marketing academics t r i e d t o d e f i n e not 
o n l y marketing as a whole but also i n i t s various forms such as 
i n d u s t r i a l marketing, which i s what t h i s chapter w i l l be 
i n v e s t i g a t i n g and discussing. 
Aubrey Wilson [ 2 ] defined i n d u s t r i a l marketing as: 
" A l l those a c t i v i t i e s concerned w i t h purchases and 
sales of goods and s e r v i c e s i n i n d u s t r i a l markets and 
between o r g a n i s a t i o n a l buyers and s e l l e r s " . 
S i m i l a r l y , George Ri s l e y [ 3 ] supports t h i s view when he s t a t e s 
t h a t : 
" I n d u s t r i a l marketing i s simply the performance of 
marketing tasks and the f u r n i s h i n g of the marketing 
perspective w i t h i n the area of business and i n d u s t r y 
f o r business purposes". 
Frederick Webster [ 4 ] goes f u r t h e r t o s t r e s s t h a t : 
" I n a r e a l sense, i n d u s t r i a l marketing keeps the 
economy f u n c t i o n i n g by p r o v i d i n g the products and 
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services r e q u i r e d by f a c t o r i e s , o f f i c e s , government 
agencies, h o s p i t a l s , u n i v e r s i t i e s , and other 
p r o v i d e r s of goods and s e r v i c e s " . 
Lawrence Fisher [ 5 ] argues t h a t : 
"The key f a c t o r i n the d e f i n i t i o n of i n d u s t r i a l 
marketing i s not the nature of the products concerned 
but the nature of the market i n t o which they are 
s o l d " . 
An a l t e r n a t i v e , but analogous d e f i n i t i o n by Gisser [ 6 ] i s of an 
i n d u s t r i a l product as: 
"a m a t e r i a l , item or s e r v i c e t h a t i s purchased i n the 
course of f u l f i l l i n g a business goal ( u s u a l l y making 
money) by the purchaser or h i s employer". 
Against the emphasis on product i n d e f i n i n g i n d u s t r i a l marketing, 
Lawrence Fisher [ 5 ] argues t h a t : 
"Many goods w i l l be i n demand by both consumer and 
i n d u s t r i a l customers, e.g. p a i n t , motor s p i r i t and 
t y p e w r i t e r s . The d i v i d i n g l i n e between marketing 
approaches t o the two classes of customer i s not 
sharp and p r e c i s e : d i f f e r e n c e s are o f t e n a matter of 
degree and ideas are adapted from one sector t o the 
other". 
Ronald McTavish and Angus Maitland [ 7 ] put forward t h e i r views 
t h a t : 
"marketing i s marketing" 
and 
" t h a t there may be a danger i n over s t r e s s i n g the 
d i f f e r e n c e s . A comprehensive view of the whole i s 
probably the best basis f o r understanding p a r t i c u l a r 
s p e c i a l i s a t i o n s " . 
The most acceptable d e f i n i t i o n by f a r belongs t o Ames and Hlavacek 
[ 8 ] , who d e fined i n d u s t r i a l marketing thus: 
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" marketing i n the i n d u s t r i a l world i s a t o t a l 
business philosophy aimed at improving p r o f i t 
performance by i d e n t i f y i n g the needs of each key 
customer group and then designing and producing a 
product or s e r v i c e package t h a t w i l l enable the 
company t o serve s e l e c t e d customer groups or segments 
more e f f e c t i v e l y than i t s competition". 
2.2.2 What i s i n d u s t r i a l s e r v i c e marketing? 
The c l a s s i f i c a t i o n of c e r t a i n economic goods as 'services' and 
others as 'products' owes more t o convention than t o conception. 
The c l a s s i f i c a t i o n schemes which have been advanced t o d i s t i n g u i s h 
s ervices from products r e s t a l l too o f t e n upon s i m p l i s t i c 
dichotomies i n t o which our experience of the r e a l w o r l d f i t s o n l y 
w i t h d i f f i c u l t y . Thus i t i s f r e q u e n t l y s a i d t h a t i n contra-
d i s t i n c t i o n t o 'products', services are i n t a n g i b l e . But, from the 
customer's viewpoint, the p r e c i s e b e n e f i t s gained from owning a 
lawn mower may be as e l u s i v e as those which a l i f e assurance p o l i c y 
confers. This issue of i n t a n g i b i l i t y has c l e a r l y caused some 
confusion and argument among marketing academics ( c . f . i n t e r a l i a : 
Baker, 1981; Gronross, 1978; Lovelock, 1984; Middleton, 1983; 
Sasser e t a l , 1978; Stanton, 1975) [ 9 ] . 
This view i s f u r t h e r supported by Ralph Jackson and Cooper [10] i n 
t h e i r recent work. They argue t h a t the i d e n t i f i c a t i o n of a "pure 
good" or a "pure s e r v i c e " has proved t o be an arduous task. Just 
as economic theory teaches t h a t pure compe t i t i o n and pure 
monopolies are l i k e l y not t o e x i s t , most would accept t h a t a "pure 
good" and a "pure s e r v i c e " are not common. There are c l e a r l y 
d i f f i c u l t i e s i n e s t a b l i s h i n g what a pure good i s and what, at the 
other end of the continuum, i s a pure s e r v i c e . There are s e r v i c e -
l i k e aspects inherent i n the sale of goods and there are goods 
o f t e n associated w i t h s e r v i c e d e l i v e r y . 
The recent work of Gershung and Miles [11] has done much t o c l a r i f y 
the confusion surrounding the term 'services'. According t o them, 
the term can be used i n f o u r a n a l y t i c a l l y d i s t i n c t ways as i n 
"service i n d u s t r i e s " , "service products","service occupations" and 
"service f u n c t i o n s " . 
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Broadly speaking, t h r e e schools of thought may be i d e n t i f i e d i n the 
l i t e r a t u r e . One school of thought argues t h a t s e r v i c e s marketing 
i s a s p e c i a l case because the very nature of s e r v i c e s means t h a t 
most normal marketing p r a c t i c e s are not d i r e c t l y a p p l i c a b l e . At 
the AMA sp e c i a l conference on s e r v i c e marketing i n 1981, t h i s p o i n t 
of view was presented by Lovelock [ 1 2 ] : 
I make no cla i m t h a t the marketing of s e r v i c e s 
i s u niquely d i f f e r e n t from t h a t of p h y s i c a l goods. 
I f the two were uniquely d i f f e r e n t t h i s would r a i s e 
serious doubts as t o the coherence of marketing as a 
f u n c t i o n a l area of management. My c o n t e n t i o n i s 
simply t h a t a d i f f e r e n t management approach i s needed 
i n services marketing I t i s my c o n t e n t i o n t h a t 
marketing management tasks i n the service s e c t o r can 
be d i f f e r e n t i a t e d from those i n the manufacturing 
sector along two dimensions. The f i r s t r e l a t e s t o 
the generic d i f f e r e n c e between s e r v i c e products and 
p h y s i c a l good products. The second concerns the 
management environment or content w i t h i n which 
marketing tasks must be planned and executed". 
A second school of thought r e f l e c t s the view t h a t , apart from the 
few fundamental marketing p r i n c i p l e s , most of marketing i s 
s i t u a t i o n - s p e c i f i c and determined by the p a r t i c u l a r c h a r a c t e r i s t i c s 
of an i n d u s t r y . Hence, only l i m i t e d g e n e r a l i s a t i o n i s p o s s i b l e , be 
i t about the marketing of goods or the marketing of s e r v i c e s . 
The t h i r d shcool of thought apparent i n the l i t e r a t u r e argues t h a t 
s e r v i c e s marketing i s simply one a p p l i c a t i o n of basic marketing 
p r i n c i p l e s and not a d i s t i n c t i v e issue. Enis and Roering [13] 
expressed t h i s p o s i t i o n at the AMA Special Conference i n 1981: 
"Perhaps r a t h e r than attempting t o formulate a unique 
services process, a more f r u i t f u l approach .... would 
be t o b u i l d on the well-developed and accepted 
marketing t r a d i t i o n . Obviously, the r a t i o of 
t a n g i b l e t o i n t a n g i b l e elements v a r i e s s u b s t a n t i a l l y 
but elements of each are present i n a l l products. 
Consequently, one generalised s t r a t e g y f o r m u l a t i o n 
process should s u f f i c e f o r a l l products s e r v i c e s 
are obviously not goods. But n e i t h e r goods nor 
services are marketed. What i s marketed i s a bundle 
of b e n e f i t s , o f t e n i n c l u d i n g both t a n g i b l e and 
i n t a n g i b l e aspects". 
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Ralph Jackson and Cooper [10] further point out that i n d u s t r i a l 
services marketing i s made more complex because organisational 
buying behaviour involves a more i n t r i c a t e network of buying 
influences. I n d u s t r i a l s e r v i c e marketers must r e c a l l that the 
e v a l u a t i o n of q u a l i t y may be very d i f f e r e n t f o r s e r v i c e s than i t i s 
f o r goods [14]. The p r o v i s i o n of t a n g i b l e cues might a s s i s t i n the 
pro d u c t i o n of a " q u a l i t y " s e r v i c e . For instance, t h e f a c t t h a t 
many i n d u s t r i a l s e r v i c e s are performed on the customer's premises 
means t h a t p a r t of the e v a l u a t i o n of q u a l i t y i s based on the 
customer contact personnel, i . e . how they look as w e l l as how they 
perform. 
Thus i n d u s t r i a l s e r v i c e marketing i n i t s simplest term i s r e a l l y 
the marketing of services t o i n d u s t r i a l and i n s t i t u t i o n a l 
customers. Very o f t e n , i n d u s t r i a l s e r v i c e marketers are i n t h e 
business of o f f e r i n g a l t e r n a t i v e s t o these customers, as i n t h e 
case o f p l a n t h i r e t o p l a n t a c q u i s i t i o n . The i n t a n g i b l e aspect of 
i n d u s t r i a l services w i l l vary depending on the type of services 
being provided. 
2.2.3 The c h a r a c t e r i s t i c s of i n d u s t r i a l s e r v i c e s 
A review of the a v a i l a b l e l i t e r a t u r e i n d i c a t e s t h a t many scholars 
have attempted t o i s o l a t e d i f f e r e n c e s which d i s t i n g u i s h goods from 
s e r v i c e s . The key c h a r a c t e r i s t i c s which are repea t e d l y i d e n t i f i e d 
as unique t o services are i n t a n g i b i l i t y , i n s e p a r a b i l i t y , 
h e t e r o g e n e i t y and p e r i s h a b i l i t y . Probably the s i n g l e most 
important d i f f e r e n c e i s the g r e a t e r i n t a n g i b i l i t y of s e r v i c e s . 
I n t a n g i b i l i t y 
Services are e s s e n t i a l l y i n t a n g i b l e . I t i s o f t e n not possible t o 
t a s t e , f e e l , see, hear or smell services before they are purchased. 
Opinions and a t t i t u d e s may be sought beforehand, a repeat purchase 
may r e l y upon previous experience, the customer may be given 
something t a n g i b l e t o represent the s e r v i c e , but u l t i m a t e l y the 
purchase of a s e r v i c e i s the purchase of something i n t a n g i b l e . But 
t h i s i s not always the case, as Berry [15] p o i n t e d out t h a t most 
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market o f f e r i n g s are a combination of t a n g i b l e and i n t a n g i b l e 
elements. I t i s whether t h e essence of what i s being bought i s 
t a n g i b l e t h a t determines i t s c l a s s i f i c a t i o n as a good or a s e r v i c e . 
Rathmell [16] has attempted t o resolve t h i s t a n g i b l e / i n t a n g i b l e 
dilemma by c l a i m i n g t h a t : 
"Goods are products. Services are performed". 
By t h i s argument, the p l a n t h i r e operator's product i s a 
m u l t i v a r i a t e output comprising both goods and s e r v i c e s . 
The refinement of t h i s n o t i o n of i n t a n g i b i l i t y has been supported 
by Wilson [17] and Bateson [ 1 8 ] . They suggested t h a t the goods-
services continuum can be represented as a t a n g i b l e - i n t a n g i b l e 
dominant continuum. The work of Shostack [19] i l l u s t r a t e d the 
continuum idea, emphasising t h a t most "products" are the 
combinations of elements or a t t r i b u t e s which are l i n k e d . There are 
very few "pure" products and "pure" s e r v i c e s . 
Shostack f u r t h e r suggests t h a t marketing " e n t i t i e s " are the 
combinations of d i s c r e t e elements, t a n g i b l e and i n t a n g i b l e . Her 
molecular model provides a way of v i s u a l i s i n g and of managing a 
t o t a l market e n t i t y . I t can show the elements making up a product, 
the i n t e r r e l a t i o n s h i p s between them and the dominance of goods or 
ser v i c e s , t a n g i b l e s and i n t a n g i b l e s , i n an o f f e r . 
I n s e p a r a b i l i t y 
Services o f t e n cannot be separated from the person of the s e l l e r . 
A c o r o l l a r y of t h i s i s t h a t c r e a t i n g or performing the s e r v i c e may 
occur at the same time as f u l l or p a r t i a l consumption of i t . 
I n s e p a r a b i l i t y , according t o Francis B u t t l e [ 2 0 ] , i s the r e s u l t of 
the simultaneous production and consumption of the s e r v i c e . 
However, the v a l i d i t y of t h i s p r o p o s i t i o n depends upon how the 
terms 'production' and 'consumption' are def i n e d . Supporting t h i s 
view, Leonard L. Berry [15] proposed t h a t simultaneous p r o d u c t i o n 
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and consumption means t h a t the s e r v i c e p r o v i d e r i s o f t e n p h y s i c a l l y 
present when consumption takes place. What i s important, he s a i d , 
i s t o recognise the presence of the s e r v i c e p r o v i d e r and the 
importance of the 'how' of s e r v i c e d i s t r i b u t i o n . Besides s t r e s s i n g 
the d i s t r i b u t i o n of goods t o the " r i g h t place" and at the " r i g h t 
time", w i t h services i t i s o f t e n important t o d i s t r i b u t e them i n 
the " r i g h t way" as w e l l . 
Heterogeneity 
I t i s o f t e n d i f f i c u l t t o achieve s t a n d a r d i s a t i o n i n the output of 
c e r t a i n services. The standard of a se r v i c e i n terms of i t s 
conformity t o what may be pr e s c r i b e d by the s e l l e r may depend on 
who provides the s e r v i c e or when i t i s provided. This poses 
p a r t i c u l a r problems of q u a l i t y assurance, e s p e c i a l l y when there i s 
a hi g h l e v e l of employee/customer contact i n the t r a n s a c t i o n . 
Thomas [21] i m p l i c i t l y recognises t h i s p a r t i c u l a r problem when he 
c l a s s i f i e s services as people based or equipment based. One of the 
i m p l i c a t i o n s of h i s d i s t i n c t i o n i s t h a t the "outcomes" of people 
based service operations tend t o be less standardised and uniform 
than the "outcomes" of equipment based. 
But L e v i t t [22] presents a persuasive counter-argument. He claims 
t h a t s ervice products can be subject t o the same technologies as 
manufactured goods. He dubs t h i s the i n d u s t r i a l i s a t i o n of s e r v i c e . 
P e r i s h a b i l i t y 
Services cannot be saved. More s p e c i f i c a l l y , unused capacity i s 
l o s t forever and cannot be reclaimed. This, according t o Sasser 
[ 2 3 ] , presents a spec i a l problem f o r the services marketer 
concerning a match between supply and demand. He f u r t h e r comments 
t h a t marketers can respond t o t h i s challenge by manipulating demand 
to i r o n out seasonal i r r e g u l a r i t i e s or by making supply so f l e x i b l e 
t h a t peaks of demand can be p r o f i t a b l y accommodated. 
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Jackson and Cooper [10] p o i n t out two a d d i t i o n a l c h a r a c t e r i s t i c s 
which f u r t h e r d i n s t i n g u i s h i n d u s t r i a l s e r v i c e s . S p e c i a l i s a t i o n : 
w h i l e there i s a t r e n d toward s t a n d a r d i s a t i o n i n a l l aspects of 
production, i n d u s t r i a l s ervices can best be c h a r a c t e r i s e d by t h e i r 
customisation t o t h e i r customers' needs, e s p e c i a l l y considering 
production services, which are o f t e n s p e c i a l i s e d on a per job 
b a s is. Technology: i n d u s t r i a l marketing i s cursed/blessed w i t h 
the t e c h n o l o g i c a l nature t h a t p r e v a i l s . 
2.2.4 C l a s s i f i c a t i o n s of i n d u s t r i a l s e r v i c e s 
The elusiveness of a widely accepted d e f i n i t i o n of s e r v i c e has not 
prevented the development of a v a r i e t y of schemes which c l a s s i f y 
s e r v i c e s . Many of the c l a s s i f i c a t i o n schemes used i n services 
marketing are d e r i v e d from those used i n good marketing. Also, 
many services c l a s s i f i c a t i o n schemes are based on an assumption 
about what i s or i s not a s e r v i c e . Some bel i e v e t h a t 
c l a s s i f i c a t i o n s are not very h e l p f u l , because they can m i s d i r e c t 
marketing t h i n k i n g and o f t e n perpetuate a product o r i e n t a t i o n [ 2 4 ] . 
Others b e l i e v e t h a t c l a s s i f i c a t i o n i s h e l p f u l , f o r i t acts as a 
f i r s t step towards o b t a i n i n g an understanding of the ways i n which 
markets operate [ 2 5 ] . 
I n general, services can be c l a s s i f i e d i n three common ways: 
S e l l e r r e l a t e d bases: 
nature of e n t e r p r i s e 
f u n c t i o n s performed 
income source 
Buyer r e l a t e d bases: 
market type 
way i n which s e r v i c e i s bought 
motives 
Service r e l a t e d bases: 
s e r v i c e form 
human or machine based 
high or low contact 
Adapted from Donald Cowell, 'The marketing of s e r v i c e s ' , Heinemann, 
London, 1984, p.29. 
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B a s i c a l l y , i n d u s t r i a l services f a l l i n t o two major ca t e g o r i e s : 
Production services 
Services used i n the production process and which, i n e f f e c t , 
become p a r t of the product. For example, i n the p r o d u c t i o n of many 
manufactured goods, outside f i r m s are o f t e n h i r e d t o perform 
v a r i o u s t e s t s on the manufactured equipment. These services are 
only performed i n conjunction w i t h production of the products and 
have nothing t o do w i t h the o p e r a t i o n of the f i r m or maintenance of 
the f a c i l i t i e s , aside from producing a s p e c i f i c product, i . e . these 
services represent a d i r e c t c o s t . 
MRO services 
Maintenance, r e p a i r and o p e r a t i n g s e r v i c e s . Most of the i n d u s t r i a l 
s e r v i c e s f a l l i n t o t h i s category, i n c l u d i n g p l a n t h i r e . 
2.3 THE STRUCTURE AND SCOPE OF INDUSTRIAL MARKETS 
Any attempt at conc e p t u a l i s i n g i n d u s t r i a l s e r vice marketing must, 
at some stage, i n v o l v e a c o n s i d e r a t i o n of the nature of i n d u s t r i a l 
demand and market segmentation, which t h i s s e c t i o n i s about t o 
discuss. 
2.3.1 The nature of i n d u s t r i a l demand 
The nature of the demand f o r i n d u s t r i a l goods and se r v i c e s d i f f e r s 
g r e a t l y from the demand f o r most consumer goods. Some 
ge n e r a l i s a t i o n s may be made about a l l i n d u s t r i a l products and 
services because of the s i m i l a r nature of i n d u s t r i a l demand. 
I n d u s t r i a l demand i s (1) deriv e d , (2) i n e l a s t i c and (3) 
f l u c t u a t i n g . 
Derived demand 
Derived demand i s a s i g n i f i c a n t f a c t o r i n i n d u s t r i a l marketing. 
This means t h a t , f o r many i n d u s t r i a l products or s e r v i c e s , demand 
i s d i r e c t l y dependent on the r a t e of usage which may be several 
stages from the i n i t i a l buyer. The demand f o r c a p i t a l goods, f o r 
17 
example, i s l a r g e l y dependent on the prospective demand f o r the 
goods which p a r t i c u l a r types of p l a n t are capable of producing. 
S i m i l a r l y , the l e v e l s of demand f o r the raw m a t e r i a l s and 
components used i n the manufacture of process p l a n t w i l l depend 
h e a v i l y on the r a t e of sales of t h a t equipment. Derived demand i s , 
t h e r e f o r e , w i d e l y a p p l i c a b l e and p l a n t h i r e operators need t o 
understand the f a c t o r s which i n f l u e n c e consumption of t h e i r 
p a r t i c u l a r s e r v i c e . 
The d e r i v e d nature of demand has a m u l t i p l y i n g e f f e c t on the volume 
of i n d u s t r i a l t r a d e . The f o l l o w i n g h y p o t h e t i c a l example adapted 
from Robert Dodge's book [26] w i l l help t o i l l u s t r a t e t h i s 
phenomenon. Suppose t h a t Company ABC, a manufacturer of consumer 
products, has a y e a r l y sales volume of £1 m i l l i o n . Since i t i s 
e s s e n t i a l l y an assembler, suppose i t s cost of m a t e r i a l amounts t o 
80%, or £800,000. Further assume t h a t the s u p p l i e r s are arranged 
i n t h r e e l e v e l s w i t h each f i r m ' s purchases d i v i d e d up among f o u r 
vendors. Computation of the t o t a l volume of i n d u s t r i a l t r a d e 
a r i s i n g from t h i s given amount of consumer sales i s shown i n Figure 
2.1. 











16 Second-tier s u p p l i e r s 
£160,000 




Indeterminate t i e r s of s u p p l i e r s 
Source: Robert H. Dodge, ' I n d u s t r i a l marketing', McGraw-Hill, 
New York, 1970, p.23. 
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The t o t a l volume of i n d u s t r i a l t r a d e , as i n d i c a t e d i n Figure 2.1, 
i s 36% gr e a t e r than the consumer demand from which i t i s der i v e d . 
A s t i l l g r e a t e r increase would have been noted i f the a l l o t t e d 
c a p i t a l and supply expenditures f o r the 85 f i r m s had been included. 
I t i s also n o t i c e a b l e t h a t the exte n t of the increase has a d i r e c t 
r e l a t i o n s h i p t o the number of s u p p l i e r l e v e l s and the r e l a t i v e 
costs i n c u r r e d by i n d i v i d u a l s u p p l i e r s f o r m a t e r i a l s and c a p i t a l . 
The e f f e c t s of derived demand on t h e i r marketing e f f o r t s i s 
important t o i n d u s t r i a l marketers and not j u s t because of i t s 
p o t e n t i a l l y d e v a s t a t i n g e f f e c t s . Derived demand presents c e r t a i n 
o p p o r t u n i t i e s . Thus, i t i s important t h a t i n d u s t r i a l marketers 
understand the uses t o which t h e i r products or services are a p p l i e d 
i n v a r i o u s markets. As Hakansson and h i s co-researchers [27] have 
observed: 
"The f i r m has t o be both an expert i n i t s product or 
ser v i c e as a component as w e l l as the f u n c t i o n of 
t h a t component i n the l a r g e r product". 
E l a s t i c i t y i n demand 
I n d u s t r y demand i s r e l a t i v e l y i n e l a s t i c because demand i s not 
l i k e l y t o change s i g n i f i c a n t l y i n the sho r t run. There are some 
good reasons f o r t h i s i n e l a s t i c i t y . F i r s t , i n d u s t r i a l buyers are 
i n a p o s i t i o n t o "pass along" p r i c e increases t o t h e i r customers, 
and the second i s the tendency f o r the p r i c e of any one product t o 
be an almost i n s i g n i f i c a n t p a r t of the t o t a l cost of the f i n a l 
product [ 2 8 ] . T h i r d l y , because there i s the d i f f i c u l t y of making 
any changes t o the production f a c i l i t y or methods i n the short run 
[ 2 9 ] . 
E l a s t i c i t y of demand i n i n d u s t r i a l markets i s not t h e r e f o r e as 
apparent as i n consumer markets. I n general, the freedom of 
i n d i v i d u a l s u p p l i e r s t o vary p r i c e s w i l l be determined by t h e i r 
r e l a t i o n s h i p w i t h t h e i r customers, t h e i r degree of dependence upon 
them, the general l e v e l of c o m p e t i t i o n , and the e x t e n t t o which 
they can d i f f e r e n t i a t e t h e i r product or s e r v i c e through 'added 
values'. Moreover, i n d u s t r i a l buyers are g e n e r a l l y experienced, 
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knowledgeable executives who are not e a s i l y persuaded t o change 
w e l l t r i e d and t e s t e d s u p p l i e r s . Non-price f a c t o r s such as 
r e l i a b i l i t y of d e l i v e r y , e f f i c i e n t a f t e r sales s e r v i c i n g , valuable 
t e c h n i c a l advice, e t c . w i l l a l l be weighed i n the balance when 
e v a l u a t i n g an o f f e r . 
F l u c t u a t i n g demand 
The demand f o r i n d u s t r i a l goods and services tends t o be more 
v o l a t i l e than t h a t f o r consumer goods and s e r v i c e s . A c t u a l l y , when 
compared t o the demand f o r consumer goods, the demand f o r 
i n d u s t r i a l goods i s c h a r a c t e r i s e d by wide f l u c t u a t i o n s i n demands. 
According t o W i l l i a m Zikmund and Michael D'Amico [ 2 8 ] , t h e r e are 
three l o g i c a l reasons. F i r s t l y , o r g a n i s a t i o n a l purchases can 
u s u a l l y be c l o s e l y l i n k e d t o the s t a t e of the economy. As the 
economy moves through i t s up and down c y c l e , demand f o r i n d u s t r i a l 
products and services goes through the cycle as w e l l . Secondly, 
many i n d u s t r i a l purchasers have a tendency t o 'stock up' on the 
products they buy, so t h a t they do not need t o make f u r t h e r 
purchases u n t i l t h e i r stock i s somewhat depleted. T h i r d l y , many 
i n d u s t r i a l products have long l i v e s , as i n the case of b u i l d i n g and 
major equipment. 
2.3.2 I n d u s t r i a l market segmentation 
The complexity of i n d u s t r i a l markets, products, s e r v i c e s and usage 
systems make i t c r i t i c a l f o r marketers t o understand market 
s t r u c t u r e and dynamics. C a r e f u l , a s t u t e market segmentation can 
save a marketing executive a great deal of time and money by 
h e l p i n g t o prevent f a l s e s t a r t s , i n e f f i c i e n t marketing programmes 
and poor performance. However, i n d u s t r i a l market segmentation 
c l e a r l y i s not the complete answer t o e f f e c t i v e market performance, 
but i t i s a necessary, and o f t e n c r i t i c a l , component of theory and 
p r a c t i c e . I t i s a p r a c t i c a l , u s e f u l t o o l f o r i n d u s t r i a l marketing 
executives. 
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Hence, i t was an alarming di s c o v e r y when the Warwick study [30] 
p o i n t e d out: 
"47% of B r i t i s h and 40% of the US companies versus 
13% of the Japanese, acknowledged t h a t they were 
unclear about the main types of customers i n the 
market and what t h e i r needs were". 
But y e t i t has been wi d e l y acknowledged by marketers t h a t the 
i d e n t i f i c a t i o n and then s e l e c t i o n of market segments t o focus upon 
i s t h e most important d e c i s i o n f a c i n g the i n d u s t r i a l f i r m . This 
s t r a t e g i c importance of i n d u s t r i a l market segmentation i s captured 
by Corey [ 3 1 ] : 
" A l l e l s e f o l l o w s : choice of market i s a choice of 
the customer and of the com p e t i t i v e , t e c h n i c a l , 
p o l i t i c a l and s o c i a l environments i n which one e l e c t s 
t o compete. I t i s not an e a s i l y reversed d e c i s i o n ; 
having made the choice, the company develops s k i l l 
and resources around the markets i t has e l e c t e d t o 
serve. I t b u i l d s a set of r e l a t i o n s h i p s w i t h 
customers t h a t are at once a major source of s t r e n g t h 
and a major commitment. The commitment c a r r i e s w i t h 
i t the r e s p o n s i b i l i t y t o serve the customer w e l l , t o 
stay i n the t e c h n i c a l and product-development race, 
and t o grow i n pace w i t h growing market demand. 
"Such choices are not made i n a vacuum. They are 
in f l u e n c e d by the company's background, by i t s 
marketing, manufacturing and t e c h n i c a l s t r e n g t h s , by 
the f a b r i c of i t s r e l a t i o n s w i t h e x i s t i n g customers, 
the s c i e n t i f i c community, and competitors, and by 
other c o n s i d e r a t i o n s " . 
Segmentation v a r i a b l e s are customer c h a r a c t e r i s t i c s t h a t r e l a t e t o 
some important d i f f e r e n c e s i n customer response t o marketing 
e f f o r t . An e f f e c t i v e segmentation scheme w i l l create segments t h a t 
c o n t a i n customers, w i t h i n the segment, t h a t are h i g h l y homogeneous. 
Equally important, the segments w i l l be as d i s t i n c t l y d i f f e r e n t 
from one another as pos s i b l e . There are many ways of segmenting 
i n d u s t r i a l markets. Those v a r i a b l e s a p p l i c a b l e t o the p l a n t h i r e 
i n d u s t r y are discussed below, but t h i s l i s t should not be regarded 
as exhaustive. 
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Geographic segmentation i s t h e simplest form o f segmenting a 
market. When a market i s segmented g e o g r a p h i c a l l y , i t can mean by 
re g i o n o f a country, p o p u l a t i o n d e n s i t y o r c l i m a t e . I n the case of 
the p l a n t h i r e i n d u s t r y , the UK can be segmented i n t o regions and 
depots w i l l be set up t o meet the needs of h i r e r s i n these selected 
r e g i o n s . Furthermore, the segmentation i n t o regions can take i n t o 
c o n s i d e r a t i o n p o p u l a t i o n d e n s i t y v a r i a b l e s . That i s , by s i t u a t i n g 
depots i n high p o p u l a t i o n d e n s i t y regions, such as a re g i o n w i t h a 
hi g h c o n c e n t r a t i o n of ship r e p a i r c o n t r a c t o r s o r a major mining 
r e g i o n . 
Regional segmentation may be an advantage t o sm a l l e r p l a n t h i r e 
companies by co n c e n t r a t i n g on supplying t h e i r p l a n t i n a sel e c t e d 
r e g i o n o f the country only, and thus be able t o g i v e prompt and 
i n d i v i d u a l s e r v i c e together w i t h low t r a n s p o r t costs and charges. 
I n d u s t r y segmentation i s probably the commonest form of 
segmentation i n i n d u s t r i a l markets. I n the p l a n t h i r e i n d u s t r y , 
customers can be segmented according t o i n d u s t r y such as 
c o n s t r u c t i o n , engineering, s h i p b u i l d i n g and r e p a i r , mining, p u b l i c 
and l o c a l a u t h o r i t y , and f o r e s t r y . 
Size of customer i s another way i n which p l a n t h i r e operators can 
segment t h e i r market. This i s e s p e c i a l l y s u i t e d t o smaller 
operators w i t h low p l a n t i n v e n t o r i e s , t o set out t o deal w i t h low 
volume customers whom the bigger operators ignore. On the other 
hand, t h i s form of segmentation w i l l a l l o w the bigger operators t o 
apply the Pareto law of 80/20 and thus b e t t e r use of company 
resources. 
Plant types may also be a basis f o r segmentation. I n general, 
p l a n t f o r h i r e i s made up of s e l f - o p e r a t e d p l a n t and operator-
d r i v e n p l a n t . I t i s not unusual t o f i n d p l a n t h i r e companies 
c o n c e n t r a t i n g on e i t h e r one type of p l a n t . For companies t h a t 
c a r r y both types of p l a n t i n t h e i r i n v e n t o r i e s they may opt t o 
segment t h e i r market on t h i s b a s i s , even though i t may not be easy 
i n p r a c t i c e . But i f w e l l c a r r i e d out a w e l l balanced i n v e n t o r y 
w i t h a high l e v e l of u t i l i s a t i o n can be achieved. 
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Purchasing c r i t e r i a i s one of the most important y e t neglected 
bases f o r segmentation i n the p l a n t h i r e i n d u s t r y . Two h i g h l y 
ranked c r i t e r i a by both p l a n t h i r e companies and h i r e r s w i t h i n the 
i n d u s t r y are p r i c e and q u a l i t y of s e r v i c e . The market can be 
segmented according t o the p r i c e s e n s i t i v i t y of customers and/or 
the q u a l i t y of s e r v i c e expected. 
F i n a l l y , i t i s not unusual t o f i n d operators i n the p l a n t h i r e 
i n d u s t r y employing a combination of more than one v a r i a b l e t o 
segment t h e i r market. 
2.4 THE NATURE OF INDUSTRIAL BUYING AND SELLING 
This s e c t i o n w i l l b r i e f l y discuss i n d u s t r i a l buying and promotion 
by examining the f o l l o w i n g t o p i c s : 
The buying c e n t r e / d e c i s i o n making u n i t (DMU) 
Major i n f l u e n c e s on i n d u s t r i a l buying 
The r a t e of i n d u s t r i a l a d v e r t i s i n g 
Sales promotion i n i n d u s t r i a l marketing 
I n d u s t r i a l personal s e l l i n g . 
2.4.1 The buying c e n t r e / d e c i s i o n making u n i t (DMU) 
I n d u s t r i a l buying takes place i n the context of a formal 
o r g a n i s a t i o n i n f l u e n c e d by budget, cost and p r o f i t c o n s i d e r a t i o n s . 
Furthermore, o r g a n i s a t i o n a l buying u s u a l l y involves many people i n 
the d e c i s i o n process w i t h complex i n t e r a c t i o n s among people, 
i n d i v i d u a l and o r g a n i s a t i o n a l goals. This c o l l e c t i o n of people i n 
the d e c i s i o n making process i s c a l l e d the 'decision making u n i t ' , 
introduced by s c i e n t i f i c American j o u r n a l s i n 1950. Webster and 
Wind [32] c a l l the DMU of a buying o r g a n i s a t i o n the "buying centre" 
and d e f i n e i t as: 
" A l l those i n d i v i d u a l s and groups who p a r t i c i p a t e i n 
the purchasing d e c i s i o n making process, who share 
some common goals and the r i s k s a r i s i n g from the 
dec i s i o n s " . 
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An a l t e r n a t i v e d e f i n i t i o n i s proposed by Spekman and Stem [ 3 3 ] , who 
d e f i n e the buying centre as: 
"An i n f o r m a l , cross-departmental d e c i s i o n u n i t i n 
which the primary o b j e c t i v e i s the a c q u i s i t i o n , 
i m p a r t a t i o n , and processing of r e l e v a n t purchasing-
r e l a t e d i n f o r m a t i o n " . 
As the d e f i n i t i o n suggests, the membership i n the buying centre and 
the s i z e of the centre vary from o r g a n i s a t i o n t o o r g a n i s a t i o n and 
from case t o case. I n smaller o r g a n i s a t i o n s , almost everyone may 
have some inp u t i n t o the buying process; i n l a r g e r o r g a n i s a t i o n s , 
a more formal group may be i d e n t i f i a b l e . When t h i n k i n g i n terms of 
a buying centre, one must r e a l i s e t h a t t h e ce n t r e i s not i d e n t i f i e d 
on any o r g a n i s a t i o n c h a r t . A committee seemingly created t o decide 
on a purchase i s l i k e l y t o be but one p a r t of the buying c e n t r e . 
I t s o t h e r members have i n f o r m a l , but nonetheless important, r o l e s 
t o p l a y i n the matter. Indeed, as the concept i t s e l f i m p l i e s , t h e 
membership of the buying centre may a c t u a l l y change as the d e c i s i o n 
making process progresses. As the purchasing task moves from step 
t o step, i n d i v i d u a l s w i t h c e r t a i n areas of e x p e r t i s e are l i k e l y t o 
lose t h e i r membership i n the buying c e n t r e w h i l e others are added. 
I t must be repeated t h a t t h i s membership i s i n f o r m a l , so no 
announcements are l i k e l y t o be made of who has been dropped and who 
has been added. 
According t o Webster and Wind [ 3 2 ] , the buying centre includes a l l 
members of the o r g a n i s a t i o n who play any of the f i v e r o l e s i n the 
purchase d e c i s i o n process, as l i s t e d below. 
Users are the members of the o r g a n i s a t i o n who w i l l use the 
product or serv i c e . I n many cases, the users i n i t i a t e the 
buying proposal and help d e f i n e the product s p e c i f i c a t i o n s . 
I n f l u e n c e r s are persons who a f f e c t the buying d e c i s i o n . 
They o f t e n help d e f i n e s p e c i f i c a t i o n s and also provide 
i n f o r m a t i o n f o r e v a l u a t i n g a l t e r n a t i v e s . Technical 
personnel are p a r t i c u l a r l y important as i n f l u e n c e r s . 
Buyers are persons w i t h formal a u t h o r i t y f o r s e l e c t i n g the 
s u p p l i e r and arranging the terms of purchase. Buyers may 
help shape product s p e c i f i c a t i o n s , but they play t h e i r major 
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r o l e i n s e l e c t i n g vendors and n e g o t i a t i n g . I n more complex 
purchases, the buyers might i n c l u d e high l e v e l o f f i c i a l s 
p a r t i c i p a t i n g i n the n e g o t i a t i o n s . 
Deciders are persons who have formal or i n f o r m a l power t o 
s e l e c t or approve the f i n a l s u p p l i e r s . I n r o u t i n e buying, 
the buyers are o f t e n the deciders, or at l e a s t the 
approvers. 
Gatekeepers are persons who c o n t r o l the f l o w of i n f o r m a t i o n 
t o o t h e r s . For example, purchasing agents o f t e n have 
a u t h o r i t y t o prevent sales persons from seeing users or 
deciders. Other gatekeepers include t e c h n i c a l personnel and 
even personal s e c r e t a r i e s . 
A m u l t i n a t i o n a l research study [34] published i n 1985 focusing on 
the buying process, confirmed t h a t managers do d i f f e r e n t i a t e 
between the various stages of the buying process and 
r e s p o n s i b i l i t i e s f o r these are assigned t o d i f f e r e n t f u n c t i o n a l 
areas or departments w i t h i n the company. Another important f i n d i n g 
i s t h a t the i n d u s t r i a l buying process i s more concerned w i t h what 
i s purchased than w i t h any n a t i o n a l c h a r a c t e r i s t i c s . 
Thus, i t can be confirmed t h a t i n d u s t r i a l purchasing i s a complex 
ope r a t i o n , w i t h the nature of products/services and the amount of 
expenditure l a r g e l y c o n t r o l l i n g the l e v e l s of management in v o l v e d . 
2.4.2 The malor i n f l u e n c e s on i n d u s t r i a l buying 
Organisation buying i s a d e c i s i o n making process c a r r i e d out by 
i n d i v i d u a l s i n i n t e r a c t i o n w i t h other people i n the context of a 
formal o r g a n i s a t i o n . The o r g a n i s a t i o n , i n t u r n , i s i n f l u e n c e d by 
a v a r i e t y of forces i n the environment. Thus, i n d u s t r i a l buyers 
are subject t o many i n f l u e n c e s when they make t h e i r buying 
decisions. Some marketers assume t h a t the major i n f l u e n c e s are 
economic. They see the buyers as f a v o u r i n g the s u p p l i e r who o f f e r s 
the minimum p r i c e or best product or most s e r v i c e . This view 
suggests t h a t i n d u s t r i a l marketers should concentrate on o f f e r i n g 
s t rong economic b e n e f i t s t o buyers. Other marketers see the buyers 
as responding t o personal motives where they seek favours, or 
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a t t e n t i o n , or r i s k r e d u c t i o n . This view suggests t h a t i n d u s t r i a l 
marketers should concentrate mostly on the human and s o c i a l f a c t o r s 
i n the buying s i t u a t i o n . 
K o t l e r [29] p o i n t s out t h a t i n d u s t r i a l buyers a c t u a l l y respond t o 
both economic and personal f a c t o r s . Where there i s s u b s t a n t i a l 
s i m i l a r i t y i n s u p p l i e r o f f e r s , i n d u s t r i a l buyers have l i t t l e basis 
f o r r a t i o n a l choice. Since they can meet o r g a n i s a t i o n a l goals w i t h 
any s u p p l i e r s , buyers can b r i n g i n personal f a c t o r s . On the other 
hand, where competing products d i f f e r s u b s t a n t i a l l y i n d u s t r i a l 
buyers are most accountable f o r t h e i r choice and pay more a t t e n t i o n 
t o economic f a c t o r s . 
Webster and Wind [32] have i d e n t i f i e d f o u r main groups of 
i n f l u e n c e s : i n d i v i d u a l , s o c i a l , o r g a n i s a t i o n a l and environmental. 
W i t h i n each clas s , there are two broad categories of v a r i a b l e s : 
those d i r e c t l y r e l a t e d t o the buying problem, c a l l e d 'task' 
v a r i a b l e s ; and those t h a t go beyond the buying problem, c a l l e d 
'non-task' v a r i a b l e s . This c l a s s i f i c a t i o n of v a r i a b l e s i s 
summarised and i l l u s t r a t e d i n Table 2.1 ( o v e r l e a f ) . 
The authors f u r t h e r p o i n t out t h a t i t i s seldom possible t o 
i d e n t i f y a given set of v a r i a b l e s as e x c l u s i v e l y task and non-task; 
r a t h e r any given set of v a r i a b l e s w i l l have task and non-task 
dimensions, although one dimension may be predominant. 
The f o l l o w i n g are d e s c r i p t i o n s of the f o u r major groups of 
i n f l u e n c e : 
Environmental inf l u e n c e s are s u b t l e and pervasive as w e l l as 
d i f f i c u l t t o i d e n t i f y and t o measure. They i n f l u e n c e the buying 
process by p r o v i d i n g i n f o r m a t i o n as w e l l as c o n s t r a i n t s and 
o p p o r t u n i t i e s . Environmental i n f l u e n c e s which are of v i t a l 
importance t o the p l a n t h i r e i n d u s t r y are economic, t e c h n o l o g i c a l 
and l e g a l ; other less important f a c t o r s include p h y s i c a l ( i . e . 
geographic, c l i m a t i c or e c o l o g i c a l ) , p o l i t i c a l and c u l t u r a l . 
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Table 2.1 C l a s s i f i c a t i o n and examples of v a r i a b l e s i n f l u e n c i n g 
o r g a n i s a t i o n buying decisions 
Task Non-task 
I n d i v i d u a l Desire t o o b t a i n lowest 
p r i c e , best p l a n t and 
q u a l i t y back-up s e r v i c e 
Personal values 
and needs 
Social Meetings t o set 
s p e c i f i c a t i o n s and 
requirements 
Informal o f f - t h e -
job i n t e r a c t i o n s 
O r g a n i s a t i o n a l P o l i c y regarding 
preference f o r l o c a l 
s u p p l i e r and/or make and 
brand of p l a n t 
Methods of 
personal 
e v a l u a t i o n 
Environmental A n t i c i p a t e d changes i n 
pr i c e s or technology 
P o l i t i c a l c l i m a t e 
i n an e l e c t i o n 
year 
Adapted: Webster, F. E. and Wind, Y., 'A general model f o r 
understanding o r g a n i s a t i o n buying behaviour', Journal 
of Marketing, Vol.36, No.2, 1973, pp.12-19. 
Orga n i s a t i o n a l i n f l u e n c e s cause i n d i v i d u a l d e c i s i o n makers t o act 
d i f f e r e n t l y than they would i f they were f u n c t i o n i n g alone or i n a 
d i f f e r e n t o r g a n i s a t i o n . O r g a n i s a t i o n a l buying behaviour i s 
motivated and d i r e c t e d by the or g a n i s a t i o n ' s goals and i s 
constrained by i t s f i n a n c i a l , t e c h n o l o g i c a l and human resources. 
Social i n f l u e n c e s . The framework f o r understanding the buying 
d e c i s i o n process must i d e n t i f y and r e l a t e three classes of 
v a r i a b l e s i n v o l v e d i n group f u n c t i o n i n g i n the buying c e n t r e . 
F i r s t , the various r o l e s i n the buying centre must be i d e n t i f i e d . 
Second, the v a r i a b l e s r e l a t i n g t o i n t e r p e r s o n a l i n t e r a c t i o n s 
between persons i n the buying centre and between members of the 
buying centre and 'outsiders' such as vendor's salesmen must be 
i d e n t i f i e d . T h i r d , the dimensions of the f u n c t i o n i n g of the group 
as a whole must be considered. 
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I n f l u e n c e of the i n d i v i d u a l . A l l o r g a n i s a t i o n a l buying behaviour 
i s i n d i v i d u a l behaviour. Only the i n d i v i d u a l as an i n d i v i d u a l or 
a member of a group can d e f i n e and analyse buying s i t u a t i o n s , 
decide and a c t . I n t h i s behaviour, the i n d i v i d u a l i s motivated by 
a complex combination of personal and o r g a n i s a t i o n a l o b j e c t i v e s 
contrained by p o l i c i e s and i n f o r m a t i o n f i l t e r e d through the formal 
o r g a n i s a t i o n , and i n f l u e n c e d by other members of the buying centre. 
I t i s important f o r marketers t o understand how these i n f l u e n c e s 
a f f e c t i n d u s t r i a l buying and develop s t r a t e g i e s and t a c t i c s t o deal 
w i t h these powerful forces i n order t o achieve an edge over t h e i r 
competitors. I n f a c t , i t i s t r u e t h a t more and more competitors 
today seek t o be chosen on dimensions other than j u s t p r i c e . But 
t h i s t r e n d , w h i l e i t may be more prominent, i s not something new; 
i t i s as o l d as t r a d i n g . The t r a d e r s of the past leaned h e a v i l y on 
personal r e l a t i o n s h i p s , human psychology and the a r t of persuasion, 
as w e l l as on p r i c i n g , q u a l i t y and convenience, t o win the 
customer's preference. 
2.4.3 The r o l e of i n d u s t r i a l a d v e r t i s i n g 
The t r a d i t i o n a l d e f i n i t i o n of a d v e r t i s i n g describes i t as 
communication by an i d e n t i f i e d sponsor through a pai d impersonal 
medium. I n layman's terms, a d v e r t i s i n g i s the means by which we 
make known what we have t o s e l l or what we want t o buy. 
While the r o l e of a d v e r t i s i n g i n i n d u s t r i a l markets i s less 
s t r i k i n g than i t i s i n consumer markets, and a d v e r t i s i n g budgets 
are, on the whole, lower as a percentage of turnover, i t i s by no 
means unimportant. I t i s one l i n k i n the chain of e f f e c t i v e 
marketing, and i f the a d v e r t i s i n g l i n k i s weak, the t o t a l marketing 
e f f o r t w i l l s u f f e r . This i s supported by Russell A b r a t t ' s [35] 
study of a d v e r t i s i n g o b j e c t i v e s i n 88 i n d u s t r i a l companies, which 
concludes t h a t a d v e r t i s i n g has a major r o l e t o play i n the 
communication mix of i n d u s t r i a l marketers. And t h a t these 
marketers use a d v e r t i s i n g f o r a m u l t i t u d e of reasons, the most 
important being t o e s t a b l i s h awareness and t o develop favourable 
a t t i t u d e s , t o create a preference and t o increase sales. 
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What i s important, i s t o understand t h a t i n d u s t r i a l a d v e r t i s i n g 
r o l e s d i f f e r from the r o l e s played by a d v e r t i s i n g i n the consumer 
market. Consumer a d v e r t i s i n g can o f t e n be used alone t o b r i n g a 
prospective customer a l l the way from awareness t o the c l o s i n g of 
the sale and even t o keep t h a t customer s o l d . I n c o n t r a s t , i n most 
cases, i n d u s t r i a l a d v e r t i s i n g w i l l not achieve a s i m i l a r e f f e c t . 
Product compl e x i t i e s and buyer expectations r e q u i r e personal 
contact, which a l t e r s the r o l e of a d v e r t i s i n g i n the i n d u s t r i a l 
market. The f o l l o w i n g are some of the major r o l e s played by 
a d v e r t i s i n g i n the i n d u s t r i a l market: 
To create a favourable c l i m a t e f o r personal sales 
To s t i m u l a t e d e r i v e d demand 
To p r o j e c t a favourable corporate image 
To reach i n a c c e s s i b l e buying i n f l u e n c e s , as o f t e n they are 
i n a c c e s s i b l e t o sales people; however, these people may 
read trade j o u r n a l s and business p u b l i c a t i o n s and thus might 
be reached by a d v e r t i s i n g 
To reach unknown buying i n f l u e n c e s , as t h e r e are times when 
sales people do not know a l l of t h e i r buying i n f l u e n c e s . 
Understanding the c o n t r i b u t i o n of i n d u s t r i a l a d v e r t i s i n g t o the 
t o t a l marketing e f f o r t a l so i n v o l v e s the r e c o g n i t i o n of what 
a d v e r t i s i n g cannot accomplish. I n d u s t r i a l a d v e r t i s i n g q u i t e 
obviously has l i m i t a t i o n s and i t should not be a p p l i e d beyond those 
l i m i t a t i o n s . A d v e r t i s i n g cannot s u b s t i t u t e f o r an e f f e c t i v e 
personal s e l l i n g e f f o r t ; i t must supplement, support and 
complement t h a t e f f o r t . Generally, a d v e r t i s i n g cannot create 
" c o n v i c t i o n " and "purchase", as achieving these goals o f t e n 
r e q u i r e s demonstration, e x p l a n a t i o n and s p e c i f i c o p e r a t i o n a l 
t e s t i n g . 
Thus, i n d u s t r i a l a d v e r t i s i n g i s f a r more e f f e c t i v e i n the e a r l i e r 
stages of the h i e r a r c h y of e f f e c t s proposed by Lavidge and Steiner 
[ 3 6 ] . This i s i l l u s t r a t e d i n Figure 2.2. I t i s hoped t h a t 
increases i n awareness and knowledge w i l l help produce an increase 
i n sales. Yet the f a c t i s t h a t a d v e r t i s i n g can do a l l t h a t can be 
reasonably expected of i t w i t h o u t sales n e c e s s a r i l y ensuing. 
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Figure 2.2 The e f f e c t o f i n d u s t r i a l a d v e r t i s i n g on t h e h i e r a r c h y 
o f e f f e c t s 
Personal s e l l i n g 
Sales 
promotion 
A d v e r t i s i n g 
Awareness Knowledge L i k i n g Preference C o n v i c t i o n Purchasing 
Source: Adapted from P h i l i p K o t l e r , 'Marketing: a n a l y s i s , 
p l a n n i n g and c o n t r o l ' , P r e n t i c e - H a l l I n c . , Englewood 
C l i f f s , N.J., 6 t h e d i t i o n , 1988, p.613. 
2.4.4 Sales promotion i n i n d u s t r i a l marketing 
The I n s t i t u t e o f Sales Promotion d e f i n i t i o n reads: 
"Sales promotion i s the f u n c t i o n of marketing which 
seeks t o achieve given o b j e c t i v e s by the adding of 
e x t r i n s i c , t a n g i b l e value t o a product or s e r v i c e " . 
U n f o r t u n a t e l y , t h i s proposed d e f i n i t i o n i s made i n the context of 
consumer products and services (even though the I n s t i t u t e might not 
agree) and thus i s biased towards consumer marketing and hence not 
a p p l i c a b l e t o i n d u s t r i a l marketing. 
I n d u s t r i a l sales promotion i s a dynamic, expansive marketing t o o l 
and some of the best promotions put together by imag i n a t i v e 
marketers are a r r i v e d at by breaking a l l e x i s t i n g conventions. 
This i s best captured by C h r i s t i a n Peterson's [37] w r i t t e n 
comments, which s t a t e : 
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"There i s or should be an i n d e f i n i t e q u a l i t y of sales 
promotion. Sales promotion i s a doing, achieving, 
j u d g i n g - b y - r e s u l t s business, i t doesn't n e c e s s a r i l y 
need widespread and uniform understanding of i t s 
t h e o r e t i c a l mechanics". 
I n many i n d u s t r i a l f i r m s , l i t t l e d i f f e r e n c e i s made between 
a d v e r t i s i n g and sales promotion. Often the two areas are handled 
as one, where there i s a s i n g l e budget and one manager i s 
responsible f o r both areas. The most common sales promotion media 
uses i n the i n d u s t r i a l market are sales brochures, d i r e c t m a i l , 
e x h i b i t i o n s , p u b l i c r e l a t i o n s and give-aways. 
But i n i n d u s t r i a l marketing much of what might be l o o s e l y termed 
sales promotion w i l l be an i n e g r a l p a r t of the business terms 
negotiated, which are: 
Price 
Currency of payment 




Reciprocal buying or investment agreements. 
On top of these, f i n a n c i a l terms can be: 
The p r o v i s i o n of t r a i n i n g f a c i l i t i e s f o r the user's s t a f f or 
the supply of s k i l l e d operators by the s e l l e r 
Deals on associated spares, software or accessories 
Agreement t o set up a subsidised p i l o t scheme before the 
sale proper i s f i n a l i s e d 
Agreement on research and time and motion s t u d i e s t o monitor 
the equipment i n a c t i o n . 
These are a l l matters f o r corporate n e g o t i a t i o n , but t h i s l i s t 
should not be regarded as exhaustive. As mentioned e a r l i e r , the 
imaginative marketer w i l l look out f o r other areas w i t h i n the 
company resources and c a p a b i l i t y t o achieve an edge over i t s 
competitors. 
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2.4.5 I n d u s t r i a l personal s e l l i n g 
The basic d i f f e r e n c e between i n d u s t r i a l and consumer s e l l i n g i s 
t h a t the i n d u s t r i a l sale i s always made on the basis of c o l d , hard 
f a c t s , proved by t e s t , research, experiment and experience, and 
never on the basis of mood or emotion. Another major d i f f e r e n c e i s 
i n the amount of time necessary t o close an i n d u s t r i a l sale as 
compared w i t h the time r e q u i r e d t o s e l l the average consumer 
product/service. I n i n d u s t r i a l s e l l i n g , a t r a n s a c t i o n may drag on 
f o r months, and i n some cases even years. 
A w e l l known i n d u s t r i a l sales c o n s u l t a n t once commented on the 
v i t a l importance of the i n d u s t r i a l sales person, as f o l l o w s : 
" I n the i n d u s t r i a l f i e l d , the sales person i s q u i t e 
important because he or she g e n e r a l l y s e l l s a 
t e c h n i c a l product whether t h i s be a computer, or a 
spe c i a l type of p a i n t , or a l u b r i c a t i n g s e r v i c e , or 
o f f i c e machinery or something which r e q u i r e s a 
personal e x p l a n a t i o n of i t s a p p l i c a t i o n t o the 
p a r t i c u l a r prospect. A d v e r t i s i n g can't achieve t h i s . 
A d v e r t i s i n g plays a p a r t i n i n d u s t r i a l s e l l i n g , but 
only on a marginal scale. The sales person i s a 
c r u c i a l f a c t o r i n the marketing of i n d u s t r i a l 
products. The t o t a l sales volume, i n c i d e n t a l l y , of 
i n d u s t r i a l sales persons i s bigger than the t o t a l 
sales volume of consumer goods sales persons [ 3 8 ] . 
While personal s e l l i n g i s regarded as a v i t a l i n p u t i n t o i n d u s t r i a l 
marketing, the ever i n c r e a s i n g costs of m a i n t a i n i n g a d i r e c t sales 
f o r c e demand t h a t s e l l i n g e f f e c t i v e n e s s should be ensured. Thus 
c o n t r o l l i n g the sales e f f o r t i s necessary through budgetary 
procedure, r e a l i s t i c quotas, sales t e r r i t o r y concepts, c a l l r e p o r t s 
and cost a n a l y s i s . Perhaps g r e a t e r a t t e n t i o n should be given t o 
i d e n t i f y i n g t a r g e t markets and f i r m s w i t h i n these markets. 
Professional s e l l i n g s k i l l s should be developed i n i n d u s t r i a l sales 
f o r c e s . Elements of such s k i l l s i n c lude thorough knowledge of 
products/services and t h e i r a p p l i c a t i o n s i n s p e c i f i c i n d u s t r i e s , 
the a b i l i t y t o diagnose customers' problems and t o o f f e r acceptable 
s o l u t i o n s i n terms of the products/services being o f f e r e d , sound 
grasp of the e s s e n t i a l nature of customers' technologies and 
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business operations, p e r c e p t i v e and s e n s i t i v e i n s i g h t s i n t o human 
behaviour, and h i g h l y developed n e g o t i a t i n g s k i l l s , i n c l u d i n g 
knowledge of the buying p r a c t i c e s of s p e c i f i c companies. 
For t h e i r p a r t , companies should s t i m u l a t e and d i r e c t t h e i r sales 
f o r c e through e f f e c t i v e m o t i v a t i o n . This w i l l r e q u i r e management 
to have a sound understanding of needs g r a t i f i c a t i o n and m o t i v a t i o n 
t h e o r i e s . This w i l l c a l l f o r d e v i s i n g an e f f e c t i v e sales 
compensation plan, o f f e r i n g promotional prospects and p r o v i d i n g 
t r a i n i n g programmes, j o b s a t i s f a c t i o n and p a r t i c i p a t i o n i n c e r t a i n 
planning a c t i v i t i e s , such as the s e t t i n g of sales quotas and 
t e r r i t o r y planning. 
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CHAPTER THREE 
AN OVERVIEW OF THE UNITED KINGDOM PLANT HIRE INDUSTRY 
3.1 INTRODUCTION 
This chapter w i l l present an overview of the UK p l a n t h i r e i n d u s t r y 
through the discussion of i t s s t r u c t u r e , market s i z e and trends, 
i n d u s t r y norm, and i t s f u t u r e . 
3.2 INDUSTRY STRUCTURE 
Plant h i r i n g i s a t i m e - r e l a t e d s e r v i c e p r o v i d i n g a machine t o c a r r y 
out the c l i e n t ' s i n s t r u c t i o n s . The r e a l foundations of modern p l a n t 
h i r e were l a i d i n the 1930s, mainly through c o n t r a c t o r s wishing t o 
use t h e i r c o n s t r u c t i o n p l a n t more i n t e n s i v e l y and avoid i t j u s t 
standing i n t h e i r p l a n t yards between t h e i r own jobs. Plant h i r e 
r e a l l y 'took o f f i n the 1939-45 war years when i t was v i t a l t o use 
the t o t a l n a t i o n a l resources of c o n s t r u c t i o n p l a n t as e f f e c t i v e l y 
and i n t e n s i v e l y as possible, w i t h the government d i r e c t i n g the 
movement of p l a n t between p l a n t h i r e f i r m s , c o n t r a c t o r s and others 
t o t h i s end. I n subsequent years, i t has spread t o many 
Commonwealth co u n t r i e s and t o some ex t e n t , but on a lesser scale, 
i n t o Europe. 
Thus the p l a n t h i r e i n d u s t r y grew up t o support the c o n s t r u c t i o n 
i n d u s t r y , which i s estimated t o provide 80% of i t s annual turnover. 
I t s c l i e n t s include c i v i l engineers, p u b l i c a u t h o r i t i e s , 
c o n s t r u c t i o n c o n t r a c t o r s and sub-contractors and c o n s t r u c t i o n 
companies ranging from large p u b l i c l i m i t e d companies t o small l o c a l 
f i r m s and the self-employed. Some demand also comes from other 
i n d u s t r i e s such as qua r r i e s , mining, docks, harbour and r i v e r works, 
l o c a l a u t h o r i t y maintenance opera t i o n s , f o r e s t r y and a g r i c u l t u r e , 
s h i p r e p a i r and b u i l d i n g , and o c c a s i o n a l l y the manufacturing 
i n d u s t r i e s , which together c o n t r i b u t e the other 20% of the 
in d u s t r y ' s turnover. 
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Plant o f f e r f o r h i r e spans a very wide range of equipment, from 
tower cranes t o t o o l s . The p l a n t h i r e o u t l e t s are broadly d i v i d e d 
i n t o those o f f e r i n g operator p l a n t ( i . e . h i r e includes the h i r e o f 
a d r i v e r / o p e r a t o r ) and those o f f e r i n g non-operator p l a n t . 
Obviously, h i r e periods vary considerably; i n some instances they 
may be f o r the d u r a t i o n of a major p r o j e c t ; i n o t h e r s , simply f o r 
the few hours i t might take t o d i g a swimming pool i n the back 
garden. 
The breakdown of p l a n t h i r e business between o p e r a t i v e and non-
o p e r a t i v e i s d i f f i c u l t t o a s c e r t a i n . However, i n a recent Keynote 
r e p o r t on the p l a n t h i r e i n d u s t r y , i t was estimated t h a t there were 
a t o t a l of 5,990 companies i n the i n d u s t r y , of which 4,160 were 
op e r a t i v e and 1,830 non-operative, employing a t o t a l of 36,200 
s t a f f . BET and Hewden Stua r t p i c are by f a r the l a r g e s t two groups 
of companies i n the i n d u s t r y , having around 55 i n d i v i d u a l companies 
between them estimated t o account f o r over 20% of the market. 
I n d u s t r y r e p r e s e n t a t i o n 
The Construction Plant-Hire A s s o c i a t i o n (CPA) was a founder member 
of the i n f o r m a l grouping of p l a n t companies formed i n the l a t e 
1970s. The a s s o c i a t i o n today i s not a l a r g e bureaucracy. Under i t s 
d i r e c t o r and secretary, there i s a f u l l - t i m e s t a f f of around 14 
persons covering i t s main a c t i v i t y areas: economic, s t a t i s t i c a l , 
l e g a l , employment, t e c h n i c a l , s a f e t y , p u b l i c r e l a t i o n s , 
p u b l i c a t i o n s , and the finance and a d m i n i s t r a t i v e s k i l l s necessary 
t o do i t s work e f f e c t i v e l y . 
CPA membership i n recent years has been around 1,000-1,100 f i r m s , 
i n c l u d i n g many of the l a r g e s t p l a n t h i r e companies. The a s s o c i a t i o n 
i s concerned w i t h many aspects of the i n d u s t r y and has done much t o 
promote b e t t e r involvement i n t r a i n i n g , h e a l t h and s a f e t y 
requirements. I t i s also concenred w i t h l e g i s l a t i o n i n v o l v i n g the 
p l a n t h i r e i n d u s t r y and produces s t a t i s t i c s on the i n d u s t r y , h i r e 
r a t e s , machine costs and many other services t o i t s members, 
i n c l u d i n g a Year Book l i s t i n g i t s members. 
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3.3 MARKET SIZE AND TRENDS 
During the past few years, the B r i t i s h p l a n t h i r e i n d u s t r y has made 
a he a l t h y recovery. One event i n 1984 may have p r e c i p i t a t e d the 
upward movement i n the for t u n e s of the i n d u s t r y . The 1984 Budget 
introduced a progressive r e d u c t i o n i n f i r s t year allowances, so t h a t 
by the end of March 1986 the only t ax allowances l e f t were 25% 
w r i t i n g down allowances on a reducing balance. This was t o have a 
profound e f f e c t on the fortunes of the p l a n t h i r e i n d u s t r y . 
Figure 3.1 shows how plan t h i r e output ( i n c u r r e n t money terms) was 
very low i n 1981 but then recovered p r o g r e s s i v e l y d u r i n g the r e s t 
of the decade. I n constant money ( o r volume) terms, output has, 
perhaps s u r p r i s i n g l y , shown a f a i r l y steady increase over the years. 
Possibly t h i s i s evidence of the s o - c a l l e d c o u n t e r - c y c l i c a l nature 
of the p l a n t h i r e market. 
The p l a n t h i r e i n d u s t r y s u f f e r e d a recession between 1973 and 1981, 
a f t e r which there has been growth each year at c u r r e n t money value. 
Between 1982 and 1988 t o t a l growth has been approximately 75.7% at 
cu r r e n t p r i c e s and approximately 38.3% at constant 1985 p r i c e s , as 
i l l u s t r a t e d i n Table 3.1. 1987 and 1988 have been e x c e l l e n t years 
f o r the i n d u s t r y . This improvement i s due, t o a la r g e e x t e n t , t o 
a recovery i n the p r i v a t e sector of the c o n s t r u c t i o n i n d u s t r y . The 
weather i s also an important but u n c o n t r o l l a b l e f a c t o r i n 
c o n s t r u c t i o n a c t i v i t y . The m i l d w i n t e r of 1987-88 c o n t r i b u t e d 
s u b s t a n t i a l l y t o the improvement i n p l a n t h i r e income. 
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Figure 3.1 UK p l a n t h i r e output 
£ 
m i l l i o n 
2000 
1000 -
1980 1981 1982 1983 1984 1985 1986 1987 1988 1989 1990 
P F F 
Output i n cu r r e n t money values 
Output i n constant money values (1985 = 100) 
P = P r o v i s i o n a l F = Forecast 
Source: Alan Smith of CPA. " F a l l and r i s e of the h i r e 
market". Plant H i r e , C o n struction News Supplement, 
October 1989, p.4. 
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Table 3.1 Turnover and growth r a t e i n p l a n t h i r e 1980-1990 
(£m at c u r r e n t and constant money: 1985 = 100) 
Year Current money Growth r a t e Constant money Growth r a t e 
1980 970 - 1,055 
1981 895 -7.7% 1,070 1.4% 
1982 960 7.2% 1,130 5.6% 
1983 1,090 13.5% 1,255 11.0% 
1984 1,150 5.5% 1,270 1.1% 
1985 1,265 10.0% 1,265 -0.3% 
1986 1,345 6.3% 1,345 6.3% 
1987 1,545 14.8% 1,455 8.1% 
P 1988 1,830 18.4% 1,550 6.5% 
F 1989 2,030 10.9% 1,560 0.9% 
F 1990 2,130 4.9% 1,575 0.6% 
P = P r o v i s i o n a l F = Forecast 
Source: Provided by Alan Smith, a s s i s t a n t d i r e c t o r i n charge 
of economics and s t a t i s t i c s a t CPA, d u r i n g a personal 
i n t e r v i e w 
A notable t r e n d i n the i n d u s t r y i s t h a t i t s myriad of small 
companies i s c o n t i n u i n g t o go through a process of r a t i o n a l i s a t i o n . 
The s i z e d i f f e r e n t i a l between the few very l a r g e companies and small 
ones i s probably widening. One of the most s i g n i f i c a n t f e a t u r e s of 
recent years has been the 'taking o u t 1 of the medium size d companies 
through takeovers. This p o l a r i s a t i o n has t o a l a r g e degree been 
brought about by the mergers and a c q u i s i t i o n p o l i c i e s of the leading 
companies. Another developing t r e n d i s the increased demand f o r 
smaller versions of p l a n t due mainly t o the c o n s t r u c t i o n growth 
being concentrated on small scale b u i l d i n g s and c i t y developments. 
3.4 INDUSTRY NORM 
This s e c t i o n of the chapter w i l l examine the norm i n the p l a n t h i r e 
i n d u s t r y so as t o e s t a b l i s h a foundation f o r the f i e l d study 
f i n d i n g s i n chapter f i v e . 
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Investment in new plant 
S u r v i v a l i n the p l a n t h i r e i n d u s t r y depends upon a h i g h l e v e l of 
investment i n new p l a n t , and p l a n t h i r e companies account f o r about 
25% of the c o n s t r u c t i o n equipment market. The i n d u s t r y can 
t h e r e f o r e e x e r t a s i g n i f i c a n t i n f l u e n c e on the manufacturers. I n 
the v ery s p e c i a l i s e d heavy l i f t i n g s e c t o r s a t the t o p end of the 
crane market, most of the customers are p l a n t h i r e companies and 
cranes are designed v i r t u a l l y t o the demand of th e p l a n t h i r e 
companies. I n 1988, u n i t sales of c o n s t r u c t i o n equipment reached 
25,000, the highest t h i s decade, and represent a 27% increase over 
the 1987 l e v e l . However, the t r e n d has been towards smaller, l e s s 
expensive equipment. 
On the other hand, i f the i n d u s t r y increases the supply of p l a n t f o r 
h i r e f a s t e r than market volume expands, there i s a danger of 
overcapacity. As w i t h any other type of business, the success of 
the i n d u s t r y depends g r e a t l y on the balance between supply and 
demand. The problem of overcapacity i n the p l a n t h i r e i n d u s t r y i s 
always devastating, when p l a n t a c t i v i t y decreases, h i r e rates soon 
f o l l o w , which are o f t e n l e d by desperate attempts t o achieve cash 
f l o w a t any p r i c e i n companies w i t h l a r g e h i r e purchase or l e a s i n g 
commitments. Even i f such companies disappear, t h e i r p l a n t i s 
u s u a l l y r e c i r c u l a t e d , a l b e i t at low p r i c e s . This type of scenario 
was experienced i n the 1970s and e a r l y 1980s. I t was exacerbated 
by purchasing grants and tax concessions. I f serious overcapacity 
a r i s e s , there i s no guarantee t h a t the p l a n t h i r e market w i l l expand 
s u f f i c i e n t l y i n the long term t o put surplus p l a n t t o work. Thus, 
prudent p l a n t purchasing p o l i c i e s are g e n e r a l l y p r a c t i s e d w i t h i n the 
i n d u s t r y . 
The t r u e cost of new plant has shown a downward t r e n d over the past 
three years, from 1986 to October 1988. But according t o the CPA 
Group Cost Indices ( r e f e r t o the graph i n Figure 3.2) which i n d i c a t e 
the general movement i n the cost t o p l a n t h i r e companies of owning, 
o p e r a t i n g and r e p l a c i n g p l a n t , there has been a s u b s t a n t i a l increase 
i n average machine u n i t cost d u r i n g the t h i r d q u a r t e r of 1988, which 
put up the cost t o plus 6.6% and, i n p a r t i c u l a r d u r i n g the f i r s t 
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quarter of 1989, of plus 4.1%. This i s c l e a r l y an indication of the 
acceleration of cost i n f l a t i o n due larg e l y to increases i n plant 
prices and i n t e r e s t rates. 
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Source: CPA Machine Cost Studies, Issue No.33, May 1989, p.2. 
H i r e r a t e s and p l a n t a c t i v i t y 
The s t u d i e s of h i r e rates w i l l have t o i n v o l v e the examination of 
the l e v e l of p l a n t a c t i v i t y , which have a major e f f e c t on the r a t e s 
of p l a n t h i r e ; as when p l a n t a c t i v i t y ( or hours out on h i r e per 
machine) decreases, very o f t e n the p l a n t h i r e company w i l l attempt 
t o achieve cash f l o w at any p r i c e , which w i l l i n e v i t a b l y lead t o 
cuts i n h i r e r a t e s . 
Based on CPA a c t i v i t y and h i r e r a t e s t u d i e s , p l a n t a c t i v i t y was at 
i t s lowest i n 1981 but then recovered p r o g r e s s i v e l y t o a p o i n t i n 
1989 where i t has probably peaked. The l a t e s t n a t i o n a l average 
p l a n t a c t i v i t y l e v e l recorded, i n October 1989, was 80%; t h a t i s , 
f o u r out of every f i v e machines were out on h i r e , which i s a 
remarkably high f i g u r e . S i m i l a r l y , u n i t h i r e r a t e s ( t h a t i s , r a t e 
per hour on h i r e ) responded f a i r l y c l o s e l y t o the changes i n demand 
demonstrated by the a c t i v i t y index. Even i n constant money terms 
( t h a t i s , a l l o w i n g f o r cost i n f l a t i o n ) h i r e r a t e s i n 1989 were at 
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t h e i r highest during the 10 year period. This i s c l e a r l y shown i n 
the graph at Figure 3.3. 
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Plant a c t i v i t y index 
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values 
F = Forecast 
Source: Alan Smith of CPA. " F a l l and r i s e of the h i r e 
market". Plant Hi r e , C o n s t r u c t i o n News Supplement, 
October 1989, p. 4. 
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Figure 3.4 Output and unit revenue indices 
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Unit revenue index 
P = P r o v i s i o n a l F - Forecast 
Source: Alan Smith of CPA. " F a l l and r i s e of the h i r e 
market". Plant H i r e , C o n s t r u c t i o n News Supplement, 
October 1989, p.4. 
I t i s the combination of u n i t h i r e r a t e s and a c t i v i t y l e v e l s t h a t 
determines the income or revenue generated by each machine. I n 
Figure 3.4 the u n i t revenue index shows c l e a r l y how income per 
machine has improved q u i t e d r a m a t i c a l l y since 1981. 
Re-hire 
R e - h i r i n g a c t i v i t y , where one p l a n t h i r e company h i r e s from another 
t o r e - h i r e t o i t s customers, i s by no means uncommon w i t h i n the 
i n d u s t r y . The p r a c t i c e of r e - h i r i n g means t h a t customers do not 
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have to be turned away i f a requested item i s not i n stock, thus not 
allowing competitors to pick up the business. 
Despite the inevitable f a c t that re-hire r e s u l t s i n higher rates to 
the end-user, re-h i r e has f l o u r i s h e d i n the l a s t few years, which 
has led t o the b i r t h of companies s p e c i a l i s i n g i n r e - h i r e . These 
re-hi r e companies do not h i r e p l a n t d i r e c t to the end-users and so 
o f f e r no c o m p e t i t i o n t o the p l a n t h i r e companies. The market leader 
i n t h i s sector i s Getset C o n s t r u c t i o n Equipment Ltd., which has a 
customer base o f around 2,000, w i t h a c u r r e n t t u r n o v e r o f about £15 
m i l l i o n . 
A d v e r t i s i n g and promotion 
The p l a n t h i r e i n d u s t r y i s not a heavy user of a d v e r t i s i n g . For t h e 
smaller p l a n t h i r e company, a d v e r t i s i n g i s l i m i t e d t o the l o c a l 
press and telephone d i r e c t o r i e s , but the c o n s t r u c t i o n t r a d e press 
i s a lso used by middle siz e d and l a r g e r companies. Much business 
i s obtained by d i r e c t approach t o l o c a l c o n t r a c t o r s . Only the 
l a r g e s t companies are able t o take p a r t i n the v a r i o u s trade f a i r s 
f o r the c o n s t r u c t i o n p l a n t i n d u s t r y ; of these, the Haydock Plant 
E x h i b i t i o n i s popular w i t h the crane h i r e and access h i r e s e c t o r s . 
The main annual event f o r the p l a n t h i r e i n d u s t r y i s the Hirex 
E x h i b i t i o n , organised by EMAP Maclaran E x h i b i t i o n s . The l a r g e r 
companies sometimes organise t h e i r own open days f o r c l i e n t s and 
press. Sponsorship has also been used by the i n d u s t r y ; f o r 
example, RJB Plant Ltd. has sponsored the 1989 Formula L i b r e 
Championship at Lyddon I n t e r n a t i o n a l Motor Racing C i r c u i t , and t h i s 
motor race was renamed the 1989 RJB Formula L i b r e Championship. 
3.5 THE FUTURE OF THE INDUSTRY 
The p l a n t h i r e i n d u s t r y i s prone t o periods of growth and recession 
as i t f o l l o w s the l e v e l of a c t i v i t y i n c o n s t r u c t i o n , which i n t u r n 
i s r e l a t e d t o a great extent t o the h e a l t h of the economy and t o 
p o l i c i e s w i t h respect t o p u b l i c spending. There i s l i t t l e doubt 
t h a t p l a n t h i r e has had an e x c e l l e n t run of p r o s p e r i t y i n the l a s t 
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few years, but t h i s i s not l i k e l y t o continue i n the long run. I f 
i n t e r e s t r a t e s continue at t h e i r c u r r e n t high l e v e l , they w i l l sap 
not only the s t r e n g t h of the housing market but also t h a t of 
p r i v a t e , commercial, and i n d u s t r i a l developments. However, i n the 
run up t o the next General E l e c t i o n , experts have a n t i c i p a t e d t h a t 
there w i l l be a s o f t e n i n g of i n t e r e s t r a t e s , which w i l l o b viously 
help p r i v a t e sector development, and an i n c r e a s i n g emphasis on 
government expenditure on the i n f r a s t r u c t u r e . 
I n the short run, w i t h the advent of water p r i v a t i s a t i o n , the much 
needed renewal of the water and sewerage system should be 
forthcoming. Furthermore, the Federation of C i v i l Engineers has 
shown the i n d u s t r y t o be i n a more o p t i m i s t i c frame of mind when i n 
J u l y i t s q u a r t e r l y c i v i l engineering workloads trends survey 
revealed t h a t major c i v i l engineering companies were d i s t i n c t l y more 
o p t i m i s t i c . So perhaps any d e t e r i o r a t i o n i n b u i l d i n g a c t i v i t y w i l l 
be, at l e a s t p a r t i a l l y , compensated by an upsurge i n c i v i l 
engineering demand. Thus f o r 1990, the i n d u s t r y remains co n f i d e n t 
about i t s prospects. The major p l a n t h i r e companies should continue 
t o improve t h e i r p r o f i t s through the combination of organic growth 
and vigorous a c q u i s i t i o n p o l i c i e s . 
While the p l a n t h i r e i n d u s t r y has b e n e f i t t e d when c o n s t r u c t i o n 
companies were forced t o cut back on p l a n t investment, there appears 
to be l i t t l e t h r e a t of a r e v e r s a l of t h i s t r e n d now t h a t the 
c o n s t r u c t i o n i n d u s t r y has come t o r e a l i s e t h a t c a p i t a l investment 
i n p l a n t i s no longer an a t t r a c t i v e p r o p o s i t i o n , and t h a t use of 
p l a n t h i r e r e s u l t s i n more e f f i c i e n t p l a n t u t i l i s a t i o n . 
Like most i n d u s t r i e s , the p l a n t h i r e i n d u s t r y has begun t o consider 
the o p p o r t u n i t i e s t h a t might be o f f e r e d by the removal of trade 
b a r r i e r s i n the European Community and the p o s s i b i l i t y of 
competition from other EEC c o u n t r i e s . B r i t a i n leads Europe i n the 
use of h i r e d p l a n t and equipment. About t w o - t h i r d s of UK p l a n t i n 
use today i s h i r e d compared t o Holland's f i g u r e of about 35% and 
France's of about 25%. Thus, th e r e are great o p p o r t u n i t i e s f o r UK 
companies t o export t h e i r know-how t o Europe, p r o v i d i n g they can 
adapt t o each country's way of working and make the r i g h t c ontacts. 
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The opening of the Channel Tunnel w i l l , i n theory, a l l o w d i r e c t h i r e 
i n Europe from depots i n South East England and, i n f a c t , i t has 
been suggested t h a t companies w i t h depots i n Kent w i l l be able t o 
b e n e f i t considerably. Most i n t e r a c t i o n , however, w i l l probably be 
v i a depots opened i n other c o u n t r i e s or by a c q u i s i t i o n or c r e a t i o n 
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The aim of t h i s chapter i s t o describe and e x p l a i n the methods 
undertaken t o c o l l e c t the data f o r t h i s study. S p e c i f i c a l l y t h i s 
chapter aims at e x p l a i n i n g the methodology conceived and the 
research s e t t i n g r a t h e r than the a n a l y s i s of the f i n d i n g s 
themselves, which i s kept f o r the next two chapters. 
Broadly, the design of our f i e l d study has passed through f i v e 
successive, yet e q u a l l y important, stages. These i n c l u d e : 
Statement of research sequence and o b j e c t i v e s 
Parameters f o r the f i e l d research 
Frequency d i s t r i b u t i o n s - an overview 
The sampling frame 
Development of the q u e s t i o n n a i r e 
I n the f o l l o w i n g pages, the aspects p e r t a i n i n g t o each of these 
stages, together w i t h the methodological framework, w i l l be 
discussed. 
4.1 STATEMENT OF RESEARCH SEQUENCE AND OBJECTIVES 
As a s t a r t i n g p o i n t , i t may be u s e f u l t o remind ourselves of the 
research sequence so f a r and the purpose of t h i s study. 
B r i e f l y speaking, the main purpose of t h i s study i s t o explore the 
relevance and c o n t r i b u t i o n of marketing t o the area of i n d u s t r i a l 
s ervices as p r a c t i s e d i n the p l a n t h i r e i n d u s t r y . S p e c i f i c a l l y , the 
focus of t h i s study w i l l be on the UK p l a n t h i r e i n d u s t r y , w i t h a 
b r i e f chapter on the i n d u s t r y i n Singapore. To achieve t h i s end, 
the t h e s i s runs b r i e f l y , as f o l l o w s : 
F i r s t l y : The review of l i t e r a t u r e i s based upon an a n a l y s i s of the 
nature of i n d u s t r i a l marketing and i t s p r a c t i c e s ; the theme of 
broadening the concept of marketing t o include the s e r v i c e sector 
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has been discussed e x t e n s i v e l y t o e s t a b l i s h the nature and scope of 
i n d u s t r i a l s e r v i c e marketing. This course i s taken r a t h e r than the 
reviewing of l i t e r a t u r e s p e c i f i c a l l y on i n d u s t r i a l s e r v i c e marketing 
because t h e r e are v e r y few a r t i c l e s and stu d i e s t h a t have appeared 
on t h i s s ubject area and furthermore, among these few, most of them 
have appeared i n a r a t h e r piecemeal f a s h i o n which renders them 
h a r d l y usable as reference m a t e r i a l . 
However, an understanding of the nature o f the environment, demand, 
segmentation, buying and s e l l i n g of i n d u s t r i a l marketing and how i t 
d i f f e r s from consumer marketing, coupled w i t h an understanding of 
se r v i c e marketing, w i l l i l l u s t r a t e what i n d u s t r i a l s e r v i c e marketing 
i s a l l about. 
Secondly: The p l a n t h i r e i n d u s t r y , upon which t h i s study focuses, 
i s presented through the d i s c u s s i o n of i t s s t r u c t u r e , market s i z e 
and t r e n d , i n d u s t r y norm and i t s f u t u r e t o provide a foundat i o n f o r 
understanding the f i e l d study f i n d i n g s t o be presented i n subsequent 
chapters. Plant h i r e , of course, i s p a r t o f the i n d u s t r i a l s e r v i c e 
sector which provides a s e r v i c e t o i n d u s t r i a l and i n s t i t u t i o n a l 
customers f o r business purposes. 
T h i r d l y : The study proceeds t o analyse the p r e v a i l i n g marketing 
p r a c t i c e s w i t h i n the UK p l a n t h i r e i n d u s t r y and b r i e f l y t h a t of 
Singapore. A comparative study between the two c o u n t r i e s w i l l be 
attempted t o e s t a b l i s h t h e i r d i f f e r e n c e s , i f any, and the u n d e r l y i n g 
reasons f o r these d i f f e r e n c e s . I n d u s t r i a l s e r v i c e marketing, as our 
review of the l i t e r a t u r e has o u t l i n e d , i s the marketing of a s e r v i c e 
i n an i n d u s t r i a l market, which makes i t s a p p l i c a t i o n more complex. 
I t i s our conclusion t h a t i n general, the marketing of an i n d u s t r i a l 
s e r v i c e i s no d i f f e r e n t from o t h e r forms of marketing except i n i t s 
emphasis on the v a r i o u s marketing elements. 
4.2 PARAMETERS FOR THE FIELD RESEARCH 
The f i e l d research i s undertaken w i t h the f o l l o w i n g o b j e c t i v e s i n 
mind: 
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To e s t a b l i s h the d i f f e r e n c e s i n marketing p r a c t i c e s amongst 
p l a n t h i r e companies w i t h i n the i n d u s t r y and between the two 
c o u n t r i e s 
To e s t a b l i s h the reasons f o r the above f i n d i n g s 
To examine the d u a l i t y of perception between the i n d u s t r y ' s 
v i s i o n o f marketing and customers' p e r c e p t i o n of t h i s 
approach. 
The conclusion o f the f i e l d study f i n d i n g s w i l l be examined and 
suggestions and recommendations w i l l be presented t o help achieve 
improved marketing p r a c t i c e s i n t h i s i n d u s t r i a l s e c t o r . 
The d e f i n i t i o n o f the p o p u l a t i o n under study w i l l be as f o l l o w s : 
Plant h i r e companies i n the i n d u s t r y : 
The study w i l l o n l y be concerned w i t h p l a n t h i r e companies i n the 
commercial h i r e of p l a n t t o c o n t r a c t o r s and does not include t h e 
t o o l h i r i n g shops, u s u a l l y l o c a t e d on high s t r e e t s t o s e r v i c e DIY 
en t h u s i a s t s . The geographical coverage w i l l i n c l u d e Scotland, Wales 
and England f o r the UK and nationwide f o r Singapore. Northern 
I r e l a n d and the Channel Islands are excluded from the UK study 
because they are not covered by the f r e e p o s t a l s e r v i c e provided by 
the Post O f f i c e Business Reply Service. 
Customers i n the i n d u s t r y : 
As 80% of the p l a n t h i r e i n d u s t r y ' s customers are made up of the 
c o n s t r u c t i o n s e c t o r , i t i s proposed t h a t no attempt w i l l be made t o 
c l a s s i f y them by i n d u s t r y . However, t h i s research w i l l cover 
sectors such as p u b l i c and l o c a l a u t h o r i t i e s , s h i p r e p a i r and 
b u i l d i n g , a g r i c u l t u r e and f o r e s t r y , mining and q u a r r y i n g , and some 
manufacturing. Geographic coverage w i i l be s i m i l a r t o t h a t of the 
p l a n t h i r e companies under study f o r the same reasons mentioned 
above. 
A.3 FREQUENCY DISTRIBUTIONS 
When we deal w i t h l a r g e sets of data, a good o v e r a l l p i c t u r e and a l l 
the i n f o r m a t i o n we need can o f t e n be conveyed by grouping the data 
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i n t o a number of classes; t h i s i s c a l l e d a frequency d i s t r i b u t i o n . 
The c o n s t r u c t i o n of a frequency d i s t r i b u t i o n c o n s i s t s e s s e n t i a l l y 
of three steps: 
(1) Choosing the classes ( i n t e r v a l s or c a t e g o r i e s ) ; 
(2) s o r t i n g or t a l l y i n g the data i n t o these classes; and 
(3) counting the number of items i n each class [ 1 ] . 
The second and t h i r d steps are p u r e l y mechanical, but the f i r s t -
namely, t h a t of choosing a s u i t a b l e c l a s s i f i c a t i o n - w i l l need 
examination and e l a b o r a t i o n . For numerical d i s t r i b u t i o n , as i n t h i s 
study, t h i s c o n s i s t s of the d e t e r m i n a t i o n of the number of classes 
and class l i m i t s . 
I t i s important t h a t a frequency d i s t r i b u t i o n be made w i t h a 
s u i t a b l e number of classes. I f too few classes are used, the 
o r i g i n a l data w i l l be so compressed t h a t l i t t l e i n f o r m a t i o n w i l l be 
a v a i l a b l e . I f too many classes are used, there w i l l be too few 
items i n the classes and the frequency polygon w i l l be i r r e g u l a r i n 
appearance [ 2 ] . There are several r u l e s of thumb a v a i l a b l e f o r 
determining the proper number of classes. For example, a 
r e l a t i o n s h i p has been suggested between the number of classes and 
the number of items t o be c l a s s i f i e d when graphic p r e s e n t a t i o n i s 
d e s i r e d [ 3 ] . I t has also been suggested t h a t the c l a s s i n t e r v a l 
should not exceed one-fourth of the estimated p o p u l a t i o n standard 
d e v i a t i o n [ 4 ] . F i n a l l y , according t o the Sturges r u l e , the 
approximate number of classes, K, i s given by: K = 1 + 3.3 l o g N, 
where 'n' i s the number of observations and the l o g a r i t h m i s t o the 
base 10. However, the number of classes i s u s u a l l y determined from 
problem to problem by a process of t r i a l and e r r o r , i . e . by 
balancing i n f o r m a t i o n loss w i t h i r r e g u l a r i t y of the frequency 
polygon u n t i l a pleasing compromise i s reached i n the eyes of the 
i n d i v i d u a l s t a t i s t i c i a n or researcher. 
There are several c o n s i d e r a t i o n s t o bear i n mind when one i s 
s e l e c t i n g the class l i m i t s [ 5 ] , 
Have a r e p r e s e n t a t i v e mid-value. The mid-value of a class 
i s used t o represent a l l of the items i n the c l a s s . Thus we 
must s e l e c t the class l i m i t s so t h a t the mid-values of the 
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classes w i l l c o i n c i d e , so f a r as p o s s i b l e , w i t h the 
concentrations of items t h a t may be present. 
Avoid open ended classes. An open ended c l a s s i s one t h a t 
includes a l l items smaller than a s p e c i f i e d upper l i m i t , or 
l a r g e r than some s p e c i f i e d lower l i m i t . However, there are 
times when open ended classes are almost unavoidable because 
w i t h o u t them, such a l a r g e number of classes would r e s u l t 
t h a t the frequency d i s t r i b u t i o n would become unwieldy. Such 
a case might occur when t h e r e are some items w i t h extremely 
l a r g e or extremely small values but when the m a j o r i t y o f the 
other items are c l u s t e r e d i n a r e l a t i v e l y narrow range. 
Class i n t e r v a l s should u s u a l l y be uniform. I f not, the 
graphic p r e s e n t a t i o n of the d i s t r i b u t i o n might be 
misleading, because a l l class i n t e r v a l s are not the same. 
But, i n some cases, unequal class i n t e r v a l s are unavoidable 
because the d i s t r i b u t i o n i s markedly asymmetrical, so i t i s 
best t o r e p o r t adjusted frequencies r a t h e r than frequencies. 
Adjusted frequencies are frequencies t h a t have been adjusted 
f o r the class i n t e r v a l i n which they l i e . A standard 
i n t e r v a l i s selected and a l l class i n t e r v a l s are expressed 
as m u l t i p l e s of t h i s i n t e r v a l . 
An i n s t r u c t i v e way of comparing class frequencies w i t h i n a s i n g l e 
d i s t r i b u t i o n or between two or more d i s t r i b u t i o n s w i t h a d i f f e r e n t 
number of t o t a l frequencies, i s t o t r a n s f o r m the absolute 
frequencies i n t o r e l a t i v e frequencies. These c l a s s frequencies 
expressed r e l a t i v e t o the t o t a l frequency are c a l l e d percentage 
frequencies. Percentage frequencies are a r r i v e d at by d i v i d i n g the 
frequencies i n each class by the t o t a l frequency of the 
d i s t r i b u t i o n , and expressing the frequency i n each class as a 
percentage of the t o t a l . On a percentage basis, comparison i s made 
po s s i b l e , even when there are two d i s t r i b u t i o n s w i t h an appreciable 
d i f f e r e n c e i n t o t a l frequency. 
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4.4 THE SAMPLING FRAME 
The sampling frame used c o n s i s t s of two separate u n i t s . They are: 
Plant h i r e companies - those i n the commercial h i r e of p l a n t 
t o c o n t r a c t o r s . 
H i r e r s ( i . e . the company or person h i r i n g the p l a n t ) . 
Each of these u n i t s i s f u r t h e r d i v i d e d i n t o two sub-units - t h a t f o r 
the UK and t h a t f o r Singapore. 
The UK p l a n t h i r e company sample used i s based on the 1,014 members 
of CPA, w i t h the a s s o c i a t i o n ' s permission: w h i l e the h i r e r sample 
of 1,000 was provided by several p l a n t h i r e companies, basing i t 
on t h e i r l i s t i n g of customers. 
I n Singapore, because of the small number of p l a n t h i r e companies 
w i t h i n the i n d u s t r y , the p o p u l a t i o n t o t a l l i n g about 65 was included 
i n the f i e l d study; w h i l e the h i r e r sample of about 120 was 
provided by courtesy of one p a r t i c u l a r company i n the i n d u s t r y . 
A l l names and addresses of companies or persons who have given 
assistance i n s t r u c t u r i n g the sampling frame were noted. However, 
a l l i n f o r m a t i o n , whether about the l i s t of customers or the 
orga n i s a t i o n ' s managers in t e r v i e w e d , i s c o n f i d e n t i a l . 
4.5 DEVELOPMENT OF THE QUESTIONNAIRE 
This s e c t i o n i s concerned w i t h the questionnaires constructed f o r 
data c o l l e c t i o n and describe three aspects - sources of ideas, type 
of questions and type of scales. 
Sources of ideas f o r questions were based upon a d e t a i l e d search of 
the l i t e r a t u r e f o r s i g n i f i c a n t ideas r e l e v a n t t o marketing i n the 
pl a n t h i r e i n d u s t r y from the t h e o r e t i c a l p a r t of t h i s study, i n 
a d d i t i o n t o suggestions made by Alan Smith, a s s i s t a n t d i r e c t o r of 
CPA, and Dr. H. P. Hibbert, my research supervisor, together w i t h 
my past experience of working i n the i n d u s t r y . 
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With respect t o the type of questions, both open ended and closed 
or f o r c e d choice type were used i n c o n s t r u c t i n g t h i s q u e s t i o n n a i r e . 
Each of these types of questions has i t s own m e r i t s and demerits. 
While the f i r s t are easy t o ask and may generate more i n f o r m a t i o n 
through a l l o w i n g f r e e expression of ideas, they are d i f f i c u l t t o 
answer and s t i l l more d i f f i c u l t t o analyse. Forced choice types of 
questions need e x p l o r a t i o n before t h e i r c o n s t r u c t i o n , so as t o take 
i n t o account a l l possible answers. Without such e x p l o r a t i o n , they 
might be d i f f i c u l t t o formulate. However, these questions are easy 
t o answer and i n t e r p r e t , and encourage respondents by g i v i n g the 
impression of time saving [ 6 ] . 
The d e c i s i o n as t o which question i s best s u i t e d t o which of the two 
types of q u e s t i o n i n g has been c a r e f u l l y discussed and t e s t e d through 
the a n t i c i p a t i o n of the number of d i f f e r e n t answers. The completed 
que s t i o n n a i r e was then f u r t h e r t e s t e d and debugged before i t was 
administered t o the selected samples. 
Concerning the issue of s c a l i n g , the respondents were asked t o rank 
c e r t a i n c r i t e r i a i n order of importance; f o r example, from 1 t o 10 
i f t here are a t o t a l of 10 c r i t e r i a l i s t e d , 1 being the most and 10 
being the l e a s t important. Thus, t h i s d i s t i n c t i o n of degree of 
importance becomes the f e a t u r e of measurement by scales. 
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CHAPTER FIVE 
ANALYSIS OF THE FIELD STUDY FINDINGS 
IN THE UNITED KINGDOM 
CHAPTER FIVE 
ANALYSIS OF THE FIELD STUDY FINDINGS IN THE UK 
5.1 INTRODUCTION 
This chapter w i l l be concerned w i t h the a n a l y s i s o f the data 
c o l l e c t e d i n the f i e l d study and w i l l be presented i n two s e c t i o n s . 
F i r s t l y , we s h a l l document the f i n d i n g s r e l a t i n g t o the marketing 
p r a c t i c e s w i t h i n the p l a n t h i r e i n d u s t r y and i t s customers' 
pe r c e p t i o n of t h i s approach. Secondly, we s h a l l be p r e s e n t i n g 
f i n d i n g s concerning the buying f a c t o r s and the d e c i s i o n making 
processes of t h e i r customers. 
From the o u t s e t , i t would appear t o be expedient t o discuss the 
implementation of the research design which was chosen f o r 
c o l l e c t i n g data put forward i n the previous chapter and i n what form 
the f i e l d study f i n d i n g s w i l l be presented i n t h i s chapter. 
5.2 IMPLEMENTATION OF RESEARCH DESIGN 
Both sets of developed q u e s t i o n n a i r e , t e s t e d and debugged, were 
administered t o the two selected samples through the post, t o g e t h e r 
w i t h a covering l e t t e r and a freepost r e t u r n envelope. A response 
r a t e of 18% was achieved from the p l a n t h i r e companies' sample and 
15% from t h a t of h i r e r s . 
The r a t i o n a l e f o r choosing a p o s t a l survey as the primary method i s 
i t s low cost and wide d i s t r i b u t i o n . Furthermore, a longer 
respondent time was a n t i c i p a t e d due t o the s t y l e of q u e s t i o n i n g and 
the f a c t t h a t c o n s u l t a t i o n w i t h colleagues or of records would be 
re q u i r e d t o ensure the accuracy of answers. 
In-depth i n t e r v i e w s were c a r r i e d out t o probe f u r t h e r i n t o any 
s i g n i f i c a n t observations developed from the analysed f i e l d data. 
However, the c o n s t r a i n t s of both time and f i n a n c i a l resources have 
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r e s t r i c t e d these i n t e r v i e w s t o only 11 of the l a r g e r p l a n t h i r e 
companies. 
5.3 PRESENTATION OF FIELD STUDY FINDINGS 
The p r e s e n t a t i o n of analysed data, c o l l e c t e d i n the f i e l d study, 
w i l l take the form of t a b l e s . A t a b l e i s a systematic o r g a n i s a t i o n 
of s t a t i s t i c a l data i n columns and rows. Rows are h o r i z o n t a l 
arrangements, columns are v e r t i c a l [ 1 ] . The purpose of a t a b l e i s 
t o s i m p l i f y the pr e s e n t a t i o n and t o f a c i l i t a t e comparisons. I n 
general, the s i m p l i f i c a t i o n r e s u l t s from the c l e a r - c u t and 
systematic arrangement, which enables the reader t o l o c a t e the 
desired i n f o r m a t i o n q u i c k l y . Comparison i s f a c i l i t a t e d by b r i n g i n g 
r e l a t e d items of i n f o r m a t i o n close together. 
5.4 THE SURVEY FINDINGS RELATING TO MARKETING POLICIES AND 
PRACTICES 
I n the f o l l o w i n g pages, an attempt w i l l be made t o assess marketing 
p o l i c i e s and p r a c t i c e s of p l a n t h i r e companies w i t h i n the i n d u s t r y 
and t h e i r customers' perception of t h i s approach. 
B r i e f l y , p o l i c y has been defined by Simon [ 2 ] as: 
"any general r u l e t h a t has been l a i d down i n an 
o r g a n i s a t i o n t o l i m i t the d i s c r e t i o n of 
subordinates". 
I n other words, a p o l i c y i s a def e r r e d d e c i s i o n t h a t comes i n t o 
e f f e c t when t r i g g e r e d by the occurrence of some s p e c i f i c s i t u a t i o n 
[ 3 ] and so represents an or g a n i s a t i o n ' s standing answer t o 
r e c u r r i n g problems [ 4 ] , 
Marketing p r a c t i c e s w i l l be examined w i t h reference t o McCarthy 
[ 5 ] , Lipson and D a r l i n g [ 6 ] , Shapiro [ 7 ] and K o t l e r [ 8 ] . among 
others, on the four-way c l a s s i f i c a t i o n of the marketing mix; t h a t 
i s , 'the f o u r Ps' - product, p r i c e , promotion and place. 
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5.4.1 Product p o l i c y 
This sub-section examines some aspects of product p o l i c y i n the 
p l a n t h i r e i n d u s t r y . S p e c i f i c a l l y , the f o l l o w i n g aspects are 
examined: 
C l a s s i f i c a t i o n of p l a n t h i r e companies by p l a n t type and 
range 
Preferences toward p r o v i d i n g o p e r a t i v e s w i t h heavy p l a n t as 
pa r t of the product package 
Reasons f o r preference as t o who i s best t o provide the 
operatives f o r h i r e d heavy p l a n t 
P o l i c y i n regard t o p l a n t a c q u i s i t i o n and d i s p o s a l . 
C l a s s i f i c a t i o n o f p l a n t h i r e companies by p l a n t type and range 
Table 5.1 C l a s s i f i c a t i o n of p l a n t h i r e companies by pl a n t types 
TYPES OF PLANT NUMBER OF COMPANIES PERCENTAGE 
Non-operative 35 19.1 
With o p e r a t i v e 69 37.7 
Combination of both 79 43.2 
To t a l 183 100 
From the outset, i t w i l l seem l o g i c a l t o c l a s s i f y the t o t a l 
respondents of 183 by some forms of v a r i a b l e i n order t o examine 
i t s s i g n i f i c a n c e and i f there are any d i f f e r e n c e s i n i t s marketing 
p r a c t i c e s . The c l a s s i f i c a t i o n of respondents by p l a n t types as 
shown i n Table 5.1 i s by f a r the most s u i t a b l e , although w i t h i n the 
i n d u s t r y and i t s trade a s s o c i a t i o n , i t has been acknowledged t h a t 
the task i s by no means easy and i s r a t h e r d i f f i c u l t t o a s c e r t a i n . 
The c l a s s i f i c a t i o n i n Table 5.1 i s based on the an a l y s i s of 
respondents' answers t o questions three and f o u r , where they were 
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asked about the types of p l a n t w i t h i n t h e i r h i r e f l e e t and t h e i r 
opinions on h i r e r s p r o v i d i n g personnel t o operate the h i r e d p l a n t , 
r e s p e c t i v e l y . The t o t a l respondents are c l a s s i f i e d i n t o t h r e e 
ca t e g o r i e s , which are d e f i n e d as f o l l o w s : 
Non-operative p l a n t h i r e companies are those t h a t o nly deal 
w i t h s e l f - o p e r a t e d p l a n t such as generators, welding s e t s , 
f o r k l i f t s , mini-excavators, a i r compressors and other 
smaller p l a n t 
With-operative p l a n t h i r e companies are those t h a t only deal 
w i t h heavy p l a n t h i r e , provided w i t h an operator, such as 
crane, t r a c t o r , dozer and heavy ca p a c i t y excavator 
Combination of both are those companies t h a t deal w i t h both 
ranges of p l a n t . 
I n general, according t o the above a n a l y s i s , 79 of the respondents, 
which i s eq u i v a l e n t t o 43.2%, f a l l under category t h r e e ( i . e . 
combination of both types of p l a n t ) , which may j u s t i n d i c a t e t h a t 
t h e re i s indeed a t r e n d towards increased demand f o r smaller 
versions of p l a n t , l eading t o t r a d i t i o n a l heavy p l a n t h i r e 
companies expanding i n t e r n a l l y or through a c q u i s i t i o n t o include 
non-operative p l a n t i n t h e i r product range. 
Preferences towards p r o v i d i n g o p e r a t i v e ( s ) w i t h heavy p l a n t as p a r t 
of the product package 
Respondents were asked t o g i v e t h e i r opinions as t o who i s best t o 
provide the personnel t o operate h i r e d heavy p l a n t . Should i t be 
the p l a n t h i r e company or the h i r e r , and why? As can be seen from 
Table 5.2, there i s a cohesive preference as t o who should provide 
the operatives t o operate h i r e d heavy p l a n t ; 62.8% of p l a n t h i r e 
companies p r e f e r t o provide operatives t o operate h i r e d heavy 
p l a n t , w h i l e 68.8% of the p l a n t h i r e r s p r e f e r l i k e w i s e . 
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Table 5.2 Preferences towards p r o v i d i n g o p e r a t i v e ^ ) w i t h heavy 
p l a n t as par t of the product package 
PREFERENCE 
PLANT HIRE COMPANIES PLANT HIRERS 
F % F % 
Customer t o provide 
t h e i r own op e r a t i v e 47 31.8 29 20.1 
H i r e company 
op e r a t i v e 93 62.8 99 68.8 
No preference 8 5.4 16 11.1 
T o t a l 148 100 144 100 
Note: Non-operative p l a n t h i r e companies, which t o t a l 35, are 
excluded from the t a b l e . 
Further a n a l y s i s of i n f o r m a t i o n given by respondents t o j u s t i f y 
t h e i r preferences show t h a t 32, which i s equ i v a l e n t t o 34.4%, of 
the 93 p l a n t h i r e companies who p r e f e r t o provide o p e r a t i v e s w i t h 
h i r e d heavy p l a n t , would consider h i r i n g w i t h o u t o p e r a t i v e s i n the 
f o l l o w i n g circumstances: 
S a t i s f i e d t h a t c o r r e c t operation, service and maintenance 
procedures are fol l o w e d 
Competent, w e l l t r a i n e d and c e r t i f i e d operators are provided 
by h i r e r s 
Any misuse of plan t remains the r e s p o n s i b i l i t y of h i r e r s 
I f h i r e r i s insured f o r damage t o p l a n t 
I f h i r e r a t e provides s u f f i c i e n t compensation f o r the added 
r i s k 
I f h i r e exceeding three months d u r a t i o n 
Only allow t o very good customers who have a long standing 
r e l a t i o n s h i p w i t h the company 
Consider w i t h older p l a n t i n the f l e e t . 
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Explanations f o r preferences as t o who i s best t o provide the 
op e r a t i v e s f o r h i r e d heavy p l a n t 
Both s e t s of respondents were asked t o i n d i c a t e t h e reasons f o r 
t h e i r preferences as t o who i s best t o pr o v i d e the o p e r a t i v e s f o r 
h i r e d heavy p l a n t . The aim i s t o examine t h e m o t i v a t i o n f o r t h e i r 
preferences and how they d i f f e r between the two sets of respondents 
( i . e . the p l a n t h i r e companies and the p l a n t h i r e r s ) . The common 
reasons f o r t h e i r preferences are as f o l l o w s : 
Reasons f o r preferences towards p l a n t h i r e company's o p e r a t i v e s 
Plant h i r e company 
- P l a n t w i l l be abused, 
r e s u l t i n g i n e x t r a 
maintenance 
- Inexperienced operatives can 
cause mechanical damage, thus 
shortening the l i f e span of 
the p l a n t 
-Charges f o r abuse/damage t o 
p l a n t by customer are 
d i f f i c u l t t o recover, which 
w i l l lead t o lengthy l e g a l 
d i s p u t e and t h e r e f o r e damage 
r e l a t i o n s h i p and company's 
r e p u t a t i o n 
- H i g h r i s k i n v o l v i n g 
insurance, h e a l t h and s a f e t y 
-The loss of c o n t r o l and 
d i f f i c u l t y i n checking a c t u a l 
hours worked on p l a n t 
-Due t o the h i g h c a p i t a l 
investment i n v o l v e d , any 
damage t o p l a n t w i l l r e s u l t 
i n major f i n a n c i a l losses t o 
both p a r t i e s 
Plant h i r e r 
- Lack of c o n t i n u i t y of work 
does not j u s t i f y the 
maintenance of a pool of 
s k i l l e d o p e r a t i v e s 
- S u p p l i e r s ' o p e r a t i v e s are 
more r e l i a b l e , competent and 
conversant w i t h the p l a n t and 
thus provide b e t t e r s e r v i c e 
- To avoid problems i n v o l v i n g 
insurance, h e a l t h and s a f e t y 
at work s i t e 
-To minimise l i a b i l i t y and 
avoid l e g a l d i s p u t e w i t h 
s u p p l i e r s 
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Reasons f o r preferences towards h i r e r s ' o p e r a t i v e s 
Plant h i r e company Plant h i r e r 
-Problems of maintaining a 
work f o r c e of operatives 
- I t i s more r e l i a b l e and cost 
e f f e c t i v e t o use own 
operatives 
- I t i s more cost e f f e c t i v e t o 
h i r e w i t h o u t o p e r a t i v e -Allows g r e a t e r c o n t r o l and 
a b i l i t y t o u t i l i s e h i r e d 
p l a n t t o i t s f u l l p o t e n t i a l - I t i s more p r o f i t a b l e 
- I t p r o v i d e s g r e a t e r 
f l e x i b i l i t y and thus the 
a b i l i t y t o cope w i t h sudden 
changes i n market demand 
- Have pool of t r a i n e d 
o p e r a t i v e s c apable o f 
handling various types of 
p l a n t 
-Adapting t o a coming tre n d of 
h i r i n g w i t h o u t operatives 
w i t h i n the i n d u s t r y 
- Use of own operatives gives 
the company a wider choice of 
s u p p l i e r s and thus more 
compe t i t i v e r a t e s 
- Own operatives are more 
f a m i l i a r w i t h s i t e , job and 
employees; thus b e t t e r 
harmony at work s i t e 
I n general, the above analysis i n d i c a t e s t h a t a m a j o r i t y of both 
sets of respondents' preferences are towards the p l a n t h i r e company 
p r o v i d i n g the operatives f o r h i r e d heavy p l a n t . However, the 
reasons f o r t h e i r preferences d i f f e r w i d e l y and a few are somewhat 
c o n t r a d i c t o r y . The most l i k e l y e x p l a n a t i o n f o r such f i n d i n g s i s 
d i f f e r e n c e s i n business p r a c t i c e . 
P o l i c y i n regard t o p l a n t a c q u i s i t i o n and disposal 
With reference t o p o l i c y r e l a t e d t o the a c q u i s i t i o n and disposal of 
p l a n t , i t appears t h a t there i s a wide v a r i a t i o n i n response t o the 
question asked, ranging from w e l l thought through p o l i c y t o no 
d e f i n i t e p o l i c y t o haphazard d e c i s i o n at the d i s c r e t i o n of the c h i e f 
executive. 
I n companies w i t h a w e l l thought out and f o l l o w e d through p o l i c y i n 
p l a n t a c q u i s i t i o n , the f o l l o w i n g f a c t o r s are taken i n t o 
c o n s i d e r a t i o n : 
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A c e r t a i n percentage of the annual p r o f i t w i l l be used t o 
acquire new p l a n t 
Types of p l a n t t o be acquired are based on an a n a l y s i s of 
the previous 12. months' average demand by examining weekly 
u t i l i s a t i o n sheets 
Taking i n t o account market trends and f u t u r e p o t e n t i a l 
As f a r as possible t o keep p l a n t h o l d i n g a t a l e v e l t o 
ensure 100% a v a i l a b i l i t y f o r h i r e r s . 
Other less systematic a c q u i s i t i o n f a c t o r s h i g h l i g h t e d by respondents 
are: 
As r e q u i r e d t o replace ageing p l a n t 
As and when there i s a v i a b l e long term p r o p o s i t i o n 
D i c t a t e d by f i n a n c i a l resources and cash f l o w 
Updating p l a n t t o keep maintenance costs t o an acceptable 
l e v e l . 
While the d e c i s i o n t o dispose of c e r t a i n p l a n t i s undertaken i n the 
f o l l o w i n g circumstances: 
According t o replacement p o l i c y l a i d down f o r various types 
of p l a n t 
When maintenance cost equals d e p r e c i a t i o n cost 
When u t i l i s a t i o n s t a r t s dropping below agreed l e v e l 
When p l a n t reaches u n s e r v i c e a b i l i t y 
When p l a n t becomes u n r e l i a b l e 
D i c t a t e d by predetermined l i f e span of p l a n t 
S e l l a t any o p p o r t u n i t y , upon p r o f i t a b l e o f f e r . 
Plant can be disposed of by various means. Those c o n s t a n t l y 
mentioned by respondents i n the survey are as f o l l o w s : 
Trade i n as p a r t exchange f o r new p l a n t 
D i r e c t sales t o second hand dealers 
Turn i n t o scrap metal 
Sales through a d v e r t i s i n g i n trade and l o c a l press 
Sales through auction 
Export overseas 
Sales t o h i r e r s 
Sales by tender 
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Dismantled t o use as spares f o r newer p l a n t 
Loss through p l a n t t h e f t . 
I t i s however worthwhile mentioning t h a t one great concern has been 
h i g h l i g h t e d by several respondents; t h a t i s , the danger of f l o o d i n g 
the market w i t h u n r e l i a b l e second hand p l a n t as a r e s u l t of p l a n t 
d i s p o s a l a c t i v i t i e s by the i n d u s t r y . Thus, f o r the sake of a 
he a l t h y f u t u r e f o r the i n d u s t r y , prudent p l a n t d i s p o s a l p o l i c i e s 
should be p r a c t i s e d . 
5.4.2 P r i c i n g p o l i c y 
B r i e f l y , p r i c i n g p o l i c y i s concerned w i t h p r i c e - r e l a t e d decisions 
designed t o encourage the k i n d of product acceptance d e s i r e d by the 
or g a n i s a t i o n ' s customers, and t o meet i t s economic, s o c i a l and 
environmental o b j e c t i v e s . 
I n the f o l l o w i n g pages, an attempt w i l l be made t o examine some 
aspects r e l a t e d t o p r i c i n g s t r a t e g y i n the p l a n t h i r e i n d u s t r y . 
These aspects i n c l u d e : 
What i s included (or not) i n the h i r e r a t e charged. 
P r i c i n g s t r a t e g y p r a c t i c e w i t h i n the i n d u s t r y 
Major c r i t e r i a taken i n t o c o n s i d e r a t i o n when quo t i n g h i r e 
r a t e 
Terms of c r e d i t o f f e r e d as compared t o a c t u a l average 
debtors' settlement date. 
What i s included ( or not) i n the h i r e r a t e 
I n an attempt t o e s t a b l i s h what i s inc l u d e d ( or not) i n the h i r e 
r a t e charged, the various forms of h i r e agreement used by the 
i n d u s t r y were examined and discussed i n the personal i n t e r v i e w s . 
I n general, the h i r e r a t e includes r e g u l a r s e r v i c i n g and i n s p e c t i o n 
as w e l l as breakdown, r e p a i r s and adjustment caused by the 
development of e i t h e r an inhere n t f a u l t or f a u l t not a s c e r t a i n a b l e 
by reasonable examination or f a i r wear and t e a r . However, very 
o f t e n i t i s the de t e r m i n a t i o n of these causes t h a t leads t o 
disagreement between owners and h i r e r s , and e v e n t u a l l y l e g a l 
d i s p u t e , which could cause f i n a n c i a l losses t o both p a r t i e s . The 
h i r e r a t e does not include a l l unloading and l o a d i n g o f p l a n t a t 
s i t e , cost of r e p a i r s as a r e s u l t o f h i r e r ' s negligence, 
m i s d i r e c t i o n or misuse of p l a n t and insurance coverage against loss 
and damage. 
The p r o v i s i o n o f operatives w i t h h i r e d p l a n t , f u e l , o i l and grease 
are a l l charged a t cost. Also worth n o t i n g i s t h a t a h i r e p e r i o d 
u s u a l l y commences from the time when p l a n t leaves t h e owner's depot 
or place where l a s t employed and continues u n t i l p l a n t i s received 
back a t owner's named depot or e q u i v a l e n t . 
F i n a l l y , i t would be f a i r t o comment t h a t h i r e agreements used by 
the i n d u s t r y are biased towards the p l a n t owners, which i s somewhat 
c o n t r a d i c t o r y t o marketing o r i e n t a t i o n , which i s a p r e r e q u i s i t e i n 
the a p p l i c a t i o n of the marketing concept. But, on the o t h e r hand, 
i t has been argued t h a t the agreement serves t o p r o t e c t the owner's 
i n t e r e s t w i t h the o b j e c t i v e of avoiding d i s p u t e between the two 
p a r t i e s . Perhaps the i n d u s t r y should i n i t i a t e a scheme whereby an 
agreement be drawn up, w i t h the co-operation of r e p r e s e n t a t i v e s 
from both p a r t i e s , t o be used by the i n d u s t r y . 
P r i c i n g s t r a t e g y p r a c t i c e w i t h i n the i n d u s t r y 
Based on the primary research c a r r i e d out on the i n d u s t r y , i t has 
been found t h a t t h e r e are no set methods of p r i c i n g h i r e r a t e s 
w i t h i n the i n d u s t r y . In f a c t , no one s i n g l e textbook method can be 
a p p l i e d e x c l u s i v e l y i n p r i c i n g h i r e r a t e s . Thus i t seems more 
ap p r o p r i a t e t o ask respondents t o i n d i c a t e t h e i r p r i c i n g s t r a t e g y 
r a t h e r than methods used. 
As may be seen from Table 5.3, the p r i c i n g s t r a t e g y of ' v a r i a b l e 
p r i c e s t r u c t u r e 1 i s the more commonly employed of the two by most 
companies which responded. This general f i n d i n g means t h a t the 
i n d u s t r y as a whole i s b a s i c a l l y marketing o r i e n t e d , t a i l o r i n g i t s 
p r i c i n g t o s u i t i n d i v i d u a l h i r e c o n t r a c t s . This a u t o m a t i c a l l y leads 
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t o the asking of the next question, which i s : What are the major 
c r i t e r i a taken i n t o c o n s i d e r a t i o n when q u o t i n g h i r e rates? 
Table 5.3 P r i c i n g s t r a t e g y p r a c t i c e w i t h i n the i n d u s t r y 
PRICING STRATEGY NUMBER OF COMPANIES PERCENTAGE 
One standard p r i c e l i s t 58 31.7 
Va r i a b l e p r i c e s t r u c t u r e 124 67.8 
No i n f o r m a t i o n 1 0.5 
T o t a l 183 100 
Table 5.4 Major c r i t e r i a taken i n t o c o n s i d e r a t i o n i n the order 
of importance when quoting h i r e r a t e s 
CRITERIA 
ORDER OF IMPORTANCE 
1 2 3 4 5 6 7 8 
Length of h i r e 62 38 19 10 8 4 2 -
Service l e v e l 
requirements of 
customers 2 13 11 18 26 28 36 9 
Conditions and 
environment where 
p l a n t i s t o be used 12 14 22 30 19 20 19 7 
Cre d i t r i s k f a c t o r s 37 25 25 12 17 12 9 6 
Market demand at 
time of q u o t a t i o n 14 16 18 20 17 27 18 13 
Plant a v a i l a b i l i t y 
at time of 
qu o t a t i o n 9 22 28 23 18 18 17 8 
Size of order 7 15 16 27 27 24 24 3 
Accessories 
requirement - - 4 3 11 10 18 97 
Note: A t o t a l of 40 respondents o m i t t e d t h i s question. 
Thus N = 143. 
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Major c r i t e r i a taken i n t o c o n s i d e r a t i o n when quo t i n g h i r e r a t e s 
I n an attempt t o e s t a b l i s h the major c r i t e r i a taken i n t o 
c o n s i d e r a t i o n when quoting h i r e r a t e s , the respondents were asked 
t o i n d i c a t e the major c r i t e r i a which they used i n determining the 
s u i t a b l e h i r e r a t e s . Eight major c r i t e r i a were suggested by the 
q u e s t i o n n a i r e t o the respondents, who were also requested t o rank 
them i n order of importance. The c r i t e r i a used, and the responses 
received, are shown i n Table 5.4. 
As may be seen from Table 5.4, the c r i t e r i o n of 'length of h i r e ' i s 
ranked by 62 respondents, which i s equivalent t o 43.4% of the t o t a l 
respondents, as the most important c r i t e r i o n i n determining the 
s u i t a b l e h i r e r a t e . This general f i n d i n g means t h a t the longer the 
p e r i o d of h i r e the chances are t h a t the h i r e r a t e w i l l be lower. 
I t was also found t h a t the c r i t e r i o n of ' c r e d i t r i s k f a c t o r s ' i s 
ranked by 37 of the respondents out of the t o t a l of 143 ( i . e . 
e q u i v a l e n t t o 25.9%) as the most important, w h i l e the rankings of 
the other s i x c r i t e r i a are q u i t e evenly d i s t r i b u t e d along the scale 
of importance from one t o e i g h t . However, one n o t i c e a b l e response 
which deserves some a t t e n t i o n i s the f a c t t h a t only two out of the 
143 respondents rank the c r i t e r i o n of 'service l e v e l requirement of 
customers' as the most important. I t i s concluded t h a t the most 
l i k e l y e x p l a n a t i o n f o r t h i s f i n d i n g i s t h a t the i n d u s t r y i n general 
f e e l s t h a t meeting the s e r v i c e l e v e l requirement of customers i s a 
major goal of p l a n t h i r e companies r a t h e r than a c r i t e r i o n i n 
quoting h i r e r a t e s . More s p e c i f i c a l l y , the i n c l u s i o n of t h i s 
c r i t e r i o n i n the questionnaire was wrong. This f a i l i n g o n ly became 
apparent when a n a l y s i s was undertaken. 
Terms of c r e d i t o f f e r e d as compared t o a c t u a l average debtors' 
settlement dates 
C r e d i t i s an important means of promoting sales. I t would be i n 
the i n t e r e s t s of s e l l e r s t o use c r e d i t as a p a r t of t h e i r marketing 
mix. C r e d i t p o l i c y i s a marketing weapon and should be f l e x i b l e . 
However, the o b j e c t i v e s of c r e d i t management should be subordinate 
t o those of marketing as a whole. Accordingly, respondents were 
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asked the terms of c r e d i t o f f e r e d by them as compared t o a c t u a l 
average debtors' settlement dates. 
Table 5.5 Terms of c r e d i t o f f e r e d as compared t o a c t u a l average 
debtors' settlement dates 
Number 
of days 





<30 4 2.2 - -
30 151 82.5 9 4.9 
45 3 1.6 33 18.0 
60 14 7.7 89 48.6 
90 6 3.3 44 24.1 
120 - - 2 1.1 
>120 - - 2 1.1 
No 
i n f o r m a t i o n 5 2.7 4 2.2 
To t a l 183 100 183 100 
As can be observed from Table 5.5, 82.5% of the respondents (151 out 
of 183) o f f e r a 30 days' c r e d i t term t o h i r e r s , w h i l e 71.5% reported 
t h a t a c t u a l average settlement dates by debtors are w i t h i n 60 days. 
This f i n d i n g i n d i c a t e s t h a t the c r e d i t r i s k c a r r i e d by the i n d u s t r y 
i s lower than t h a t of many other i n d u s t r i e s where debtors' 
settlement dates are expected t o be much longer. I t also means t h a t 
perhaps the r o l e of c r e d i t i n p r i c i n g s t r a t e g y can be f u r t h e r 
e x p l o i t e d to the i n d u s t r y ' s advantage. 
5.4.3 Promotional s t r a t e g y : personal s e l l i n g 
The purpose of t h i s sub-section i s t o examine the marketing 
p r a c t i c e s r e l a t e d t o personal s e l l i n g . To do so, an attempt w i l l 
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be made t o examine the personal s e l l i n g s t r a t e g y as a c r u c i a l 
element i n the promotional mix w i t h i n the i n d u s t r y , i d e n t i f y i n g the 
s t r e n g t h of sales forces employed by the respondents and how they 
are remunerated and deployed. F i n a l l y , we w i l l o u t l i n e the 
important a t t r i b u t e s considered by the i n d u s t r y when r e c r u i t i n g 
sales people and how they are assessed i n the context of t h e i r j o b 
by h i r e r s . 
S t rength of the sales f o r c e 
Respondents were asked t o i n d i c a t e the s t r e n g t h of t h e i r sales 
f o r c e s . As Table 5.6 i l l u s t r a t e s , the large m a j o r i t y of the 
respondents have a sales f o r c e of up t o f i v e i n s t r e n g t h . One 
n o t i c e a b l e observation which deserves a t t e n t i o n and f u r t h e r 
observation i s t h a t 58 respondents reported t h a t no sales people are 
employed by them. At t h i s stage, the most l i k e l y e x p l a n a t i o n f o r 
t h i s f i n d i n g i s t h a t these respondents are e i t h e r small or f a m i l y 
businesses where the job of s e l l i n g i s undertaken by the p r o p r i e t o r s 
themselves. 
Table 5.6 Strength of sales f o r c e 
Strength of sales f o r c e Frequency Percentage 
None 58 31.7 
1-5 96 52.5 
6-10 7 3.8 
11-15 1 0.5 
16-20 2 1.1 
20 and above 3 1.6 
No i n f o r m a t i o n 16 8.8 
To t a l 183 100 
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Sales f o r c e remuneration w i t h i n the i n d u s t r y 
The sales compensation plan i s an e s s e n t i a l p a r t of the t o t a l 
programme f o r m o t i v a t i n g sales personnel even though reviews of 
th e o r i e s of m o t i v a t i o n i n d i c a t e t h a t money has r a t h e r l i m i t e d 
p o t e n t i a l as a motivator. I n t h i s regard, respondents were asked 
t o i n d i c a t e the types of compensation plan used t o remunerate t h e i r 
sales f o r c e s . Three major types of plan were suggested by the 
questio n n a i r e t o the respondents, who were also requested t o s p e c i f y 
a l l the appropriate types of pla n . 
As can be seen from Table 5.7, i t would appear t h a t the ' s t r a i g h t -
s a l a r y ' plan i s the most popular form of sales f o r c e remuneration. 
This i s probably due t o the nature of the sales person's j o b ; t h a t 
i s , g i v i n g t e c h n i c a l and engineering advice t o h i r e r s . 
Table 5.7 Sales f o r c e remuneration methods w i t h i n the i n d u s t r y 
METHODS OF REMUNERATION F % 
S t r a i g h t - s a l a r y plan 73 58.9 
Straight-commission plan 2 1.6 
Combination s a l a r y and 
commission plan 49 39.5 
T o t a l 124 100 
Note: A t o t a l of 59 respondents omitte d t h i s question. 
Thus N = 124. 
Deployment s t r a t e g y f o r the sales f o r c e 
As was pointed out i n the t h e o r e t i c a l s e c t i o n of t h i s study, market 
segmentation i s an important component of an e f f i c i e n t marketing 
programme. This concept can be f u r t h e r e x p l o i t e d by l i n k i n g i t 
w i t h the deployment of the sales f o r c e t o achieve e f f e c t i v e c o n t r o l 
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of sales operations. Accordingly, respondents were requested t o 
i n d i c a t e t h e i r s t r a t e g y f o r deploying the sales f o r c e . 
From the t a b l e below, i t can be seen t h a t a m a j o r i t y of 41.1% of the 
respondents reported t h a t t h e i r sales forces are deployed by 
geographical t e r r i t o r i e s . Even though respondents were requested 
t o s p e c i f y any other deployment s t r a t e g i e s p r a c t i s e d , other than the 
thr e e suggested i n the q u e s t i o n n a i r e , none was suggested. The most 
l i k e l y explanations are t h a t the suggested methods are best s u i t e d 
t o the i n d u s t r y , or t h a t t h e r e i s a general lack of in n o v a t i o n 
w i t h i n the i n d u s t r y . 
Table 5.8 Deployment s t r a t e g y f o r the sales f o r c e s 
Employment s t r a t e g y 
By 
geographical 





p l a n t 
type 
F % F % F % 
By geographical t e r r i t o r y 44 41.1 5 4.7 7 6.6 
By market sector 11 10.3 4 3.7 
By p l a n t type 9 8.4 
Decision undertaken by 
i n d i v i d u a l depot or 
re g i o n a l o f f i c e 27 25.2 
Note: A t o t a l of 76 respondents omitte d t h i s question. 
N = 107. 
Important a t t r i b u t e s considered when r e c r u i t i n g sales people 
Respondents were asked t o g i v e t h e i r opinions on the important 
a t t r i b u t e s they look f o r when r e c r u i t i n g sales people. The e i g h t 
most f r e q u e n t l y mentioned a t t r i b u t e s , i n descending order, are 
presented i n Table 5.9. 
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As cau be seen from the t a b l e , product knowledge and knowledge of 
i n d u s t r y are the two most f r e q u e n t l y mentioned, 46 and 45 
r e s p e c t i v e l y out of the t o t a l of 85 respondents. This f i n d i n g 
i n d i c a t e s t h a t i n general the a t t r i b u t e s looked f o r i n a sales 
person w i t h i n the p l a n t h i r e i n d u s t r y are very s i m i l a r t o those t h a t 
make a good salesman. 
Table 5.9 Important a t t r i b u t e s considered w i t h i n the i n d u s t r y 
when r e c r u i t i n g sales people 
ATTRIBUTES F % 
Product knowledge 46 54. 1 
Knowledge of i n d u s t r y 45 52. 9 
Appearance 35 41 2 
P e r s o n a l i t y 27 31 8 
S e l l i n g experience 21 24 7 
Honesty 21 24 7 
A b i l i t y t o communicate 16 18 8 
Enthusiasm 14 16 5 
Note: A t o t a l of 98 respondents o m i t t e d t h i s question. 
Thus N = 85. 
The assessment of sales people from the i n d u s t r y i n the context of 
t h e i r lobs by h i r e r s 
Plant h i r e r s were asked t o express t h e i r o p i n i o n of sales people 
from the i n d u s t r y i n the context of t h e i r jobs. As i t i s an open 
ended question numerous versions of the answer were given. I n order 
t o s i m p l i f y a n a l y s i s , a l l versions of answer were categorised i n t o 
p o s i t i v e or negative as presented i n Table 5.10. 
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Table 5.10 The assessment of sales people from the i n d u s t r y i n 
the context of t h e i r jobs by customers 
ASSESSMENT F % 
Negative 46 52.3 
P o s i t i v e 42 47.7 
To t a l 88 100 
Note: A t o t a l of 56 respondents o m i t t e d t h i s question. 
Thus N = 88. 
As can be observed from the t a b l e , a staggering 52.3% of the 
respondents expressed negative opinions as compared t o 47.7% 
p o s i t i v e . This f i n d i n g i n d i c a t e s t h a t e i t h e r the t r a i n i n g of sales 
people has been neglected or t h i s form of personal contact i s not 
appreciated by the h i r e r s . I n regard t o the l a t t e r , perhaps less 
personal forms of communication should be examined and t e s t e d t o 
e s t a b l i s h t h e i r a p p l i c a b i l i t y t o the i n d u s t r y . With reference t o 
the f i n d i n g s i n Table 5.6, perhaps t h i s negative o p i n i o n of h i r e r s 
towards sales people explained why 58 respondents employ no sales 
people at a l l ( r e f e r t o page 74). 
A n o t i c e a b l e comment c i t e d by respondents i s the lack of product 
knowledge of sales people, which p l a n t h i r e companies have 
acknowledged as the most important a t t r i b u t e t o consider when 
r e c r u i t i n g sales people ( r e f e r t o Table 5.9). The pos s i b l e 
explanation f o r such a c o n t r a d i c t i o n i s e i t h e r t h a t what i s 
expressed by p l a n t h i r e companies has not been f o l l o w e d through i n 
p r a c t i c e or t h a t there i s a lack of product t r a i n i n g f o r sales 
people. 
5.4.4 Promotional s t r a t e g y : a d v e r t i s i n g and sales promotion 
This sub-section examines the other two elements of the promotional 
mix, namely a d v e r t i s i n g and sales promotion. S p e c i f i c a l l y , an 
attempt w i l l be made t o examine the f o l l o w i n g p o i n t s : 
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A d v e r t i s i n g expenditure as a percentage of t u r n o v e r 
A l l o c a t i o n of a d v e r t i s i n g budgets between 'above' and 
'below-the-line' a d v e r t i s i n g 
Types of sales promotional methods employed w i t h i n the 
i n d u s t r y . 
A d v e r t i s i n g expenditure as a percentage of turnover 
One of the most d i f f i c u l t d e cisions i n a d v e r t i s i n g i s d e c i d i n g how 
much t o spend. Respondents, t h e r e f o r e , were requested t o i n d i c a t e 
t h e i r a d v e r t i s i n g expenditure as a percentage of t u r n o v e r . 
Table 5.11 A d v e r t i s i n g expenditure as a percentage o f t u r n o v e r 
% OF EXPENDITURE F % 
N i l 13 8.3 
Less than 1 52 33.4 
1 31 19.9 
1.5 8 5.1 
2 15 9.6 
Above 2 37 23.7 
T o t a l 156 100 
Note: A t o t a l of 27 respondents o m i t t e d t h i s q u e s t i o n . 
Thus N = 156. 
As can be seen from Table 5.11, a m a j o r i t y of respondents spend 1% 
or less on a d v e r t i s i n g . This f i n d i n g would i n d i c a t e t h a t the 
i n d u s t r y i n general i s not a heavy user of a d v e r t i s i n g . This 
f i n d i n g became more comprehensible when a d v e r t i s i n g expenditure and 
annual turnovers of respondents, as presented i n Table 5.12, were 
examined together. 
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Table 5.12 C l a s s i f i c a t i o n o f p l a n t h i r e companies i n terms of 
annual turnover 
ANNUAL TURNOVER NON- WITH COMBINATION TOTAL 
£ m i l l i o n OPERATIVE OPERATIVE OF BOTH F 
Less than 1 20 26 27 73 
1-4.99 8 27 27 62 
5-9.99 - 2 1 3 
10-14.99 - - 3 3 15-19.99 - - 1 1 
20-24.99 1 - - 1 
25-29.99 - - - -
30-34.99 - - 2 2 
35-39.99 - - - -40-44.99 - - - -
45-49.99 - - 1 1 
50 and above - 1 1 2 No i n f o r m a t i o n 6 13 16 35 
T o t a l 35 69 79 183 
F = Frequency 
A l l o c a t i o n of a d v e r t i s i n g budget between 'above' and 'below-the-
l i n e ' a d v e r t i s i n g 
As a f o l l o w up t o the l a s t question, respondents were asked t o 
i n d i c a t e t h e i r a l l o c a t i o n of a d v e r t i s i n g budgets between 'above' and 
'below-the-line' a d v e r t i s i n g by percentage. Responses are 
reproduced i n Table 5.13. 
Table 5.13 Breakdown of a d v e r t i s i n g budget between 'above' and 
'below-the-line' a d v e r t i s i n g f i n percentage) 
% OF 
NUMBER OF TOTAL OF CUMULATIVE 
ABOVE/BELOW-THE-LINE COMPANIES COMPANIES PERCENTAGE 
100/- 29 19.6 -
95/5 3 2.0 21.6 
90/10 10 6.7 28.3 
85/15 5 3.4 31.7 
80/20 10 6.7 38.4 
75/25 5 3.4 41.8 
70/30 10 6.7 48.5 
65/35 1 0.7 49.2 
60/40 2 1.4 50.6 
50/50 36 24.3 74.9 
40/60 3 2.0 76.9 
35/65 4 2.7 79.6 
30/70 4 2.7 82.3 
25/75 7 4.7 87 
20/80 6 4.1 91.1 
10/90 5 3.4 94.5 
5/95 2 1.4 95.9 
-/100 6 4.1 100 
Total 148 100 
Note: A t o t a l of 35 respondents omitte d t h i s question. 
Thus N = 148. 
As can be observed from the t a b l e , responses are r a t h e r e r r a t i c and 
thus no s i g n i f i c a n t f i n d i n g s can be concluded. However, i n general, 
there i s a s l i g h t m a j o r i t y i n preference towards a l l o c a t i n g bigger 
budgets t o 'above-the-line' a d v e r t i s i n g . But t h i s can be accounted 
f o r by the higher costs i n v o l v e d i n above-the-line a d v e r t i s i n g . 
Types of sales promotional methods employed w i t h i n the i n d u s t r y 
The f o l l o w i n g i s an attempt t o examine the types of promotional 
methods which are used by the p l a n t h i r e i n d u s t r y . Seven 
promotional methods were suggested by the que s t i o n n a i r e t o the 
respondents, who were also requested t o i d e n t i f y a l l a l t e r n a t i v e s 
which applied. Table 5.14 reviews these promotional methods and the 
answers received. 
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Table 5.14 Types of sales promotional methods employed w i t h i n the 
i n d u s t r y 
TYPES OF COMMUNICATION METHODS F % 
E x h i b i t i o n 33 22 7 
Give-aways 44 30 3 
Sales brochure 98 67 6 
P u b l i c i t y 109 75 1 
Hidden discount 12 8 3 
D i r e c t m a i l i n g 66 45 5 
Competition 28 19 3 
Note: A t o t a l of 38 respondents omitted t h i s question. Thus, 
c a l c u l a t i o n of percentage i s based on N = 145 and not the 
t o t a l frequencies i n the t a b l e . 
As can be seen from the t a b l e , a l l promotional methods displayed i n 
the t a b l e were used by the i n d u s t r y . However, the three which are 
most f r e q u e n t l y used by the i n d u s t r y are p u b l i c i t y (75.1%), sales 
brochures (67.6%) and d i r e c t m a i l i n g (45.5%). With reference t o the 
negative opinions expressed by h i r e r s towards the sales people from 
the i n d u s t r y ( r e f e r t o Table 5.10 on page 78), perhaps d i r e c t 
m a i l i n g as a form of communication should be examined more c l o s e l y 
and e x p l o i t e d t o the i n d u s t r y ' s advantage. 
5.4.5 D i s t r i b u t i o n s t r a t e g y 
D i s t r i b u t i o n s t r a t e g y comprises the tasks involved i n planning, 
implementing and c o n t r o l l i n g the flows of the f i n a l products or 
services from p o i n t s of o r i g i n t o p o i n t s of use t o meet the needs 
of customers at a p r o f i t [ 9 ] . 
The main purpose of t h i s sub-section i s t o examine those components 
of p h y s i c a l d i s t r i b u t i o n which are important t o the p l a n t h i r e 
i n d u s t r y . I n doing so, the f o l l o w i n g p o i n t s w i l l be discussed: 
C l a s s i f i c a t i o n of respondents by number of depots 
Modes of t r a n s p o r t a t i o n used w i t h i n the i n d u s t r y 
Charging (or not) f o r t r a n s p o r t a t i o n 
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What i s r e l i a b l e and e f f i c i e n t customer s e r v i c e considered 
t o be? 
C l a s s i f i c a t i o n of respondents by number of depots 
Respondents were asked t o i n d i c a t e the number of depots w i t h i n t h e i r 
o perations. As can be seen from Table 5.15, 85.8% of the 
respondents have up t o three depots i n t h e i r o p e r a t i o n . This 
f i n d i n g makes f u r t h e r a n a l y s i s t o e s t a b l i s h the r e l a t i o n , i f any, 
of the number of depots t o t h e i r p r e v a i l i n g marketing p r a c t i c e s 
impossible. 
Table 5.15 C l a s s i f i c a t i o n of p l a n t h i r e companies by number of 
depots w i t h i n t h e i r o p e r a t i o n 
NUMBER OF DEPOTS NUMBER OF COMPANIES PERCENTAGE 
1-3 157 85.8 
4-6 7 3.8 
7-9 6 3.3 
10-12 4 2.2 
13-15 - -




28-30 1 0.5 
Above 30 4 2.2 
No i n f o r m a t i o n 3 1.7 
T o t a l 183 100 
However, i n the f o l l o w up personal i n t e r v i e w s , a number of 
interviewees i n d i c a t e d t h a t the s t r a t e g i c l o c a t i o n of t h e i r depots 
i s v i t a l t o the success of the business, and they are always 
s i t u a t e d i n or near regions of high a c t i v i t y i n order t o provide 
e f f i c i e n t back-up service and d e l i v e r y . 
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Modes of t r a n s p o r t a t i o n used i n the i n d u s t r y 
Respondents were asked t o i d e n t i f y the modes of t r a n s p o r t used t o 
t r a n s f e r p l a n t t o and from h i r e r s . I t appears from Table 5.16 t h a t 
the m a j o r i t y of respondents undertake the t r a n s p o r t a t i o n of p l a n t 
by means of t h e i r own t r a n s p o r t o r a combination of both own and 
outs i d e t r a n s p o r t c o n t r a c t o r s . This f i n d i n g i n d i c a t e s t h a t the 
i n d u s t r y i s i n favour of using i t s own t r a n s p o r t as opposed t o 
outs i d e t r a n s p o r t c o n t r a c t o r s . 
Table 5.16 Modes of t r a n s p o r t a t i o n used i n the i n d u s t r y 
MODE OF TRANSPORTATION F % 
Own t r a n s p o r t 62 33. 9 
Outside t r a n s p o r t c o n t r a c t o r s 22 12. 0 
Combination of both 92 50 3 
No i n f o r m a t i o n 7 3 8 
T o t a l 183 100 
Table 5.17 A f u r t h e r breakdown of responses under the category of 
'combination of both' i n Table 5.16. 
% OF 
OWN TRANSPORT/ NUMBER OF TOTAL OF CUMULATIVE 
OUTSIDE TRANSPORT COMPANIES COMPANIES PERCENTAGE 
95/5 21 22.8 -
90/10 18 19.6 42.4 
85/15 4 4.3 46.7 
80/20 10 10.9 57.6 
75/25 6 6.5 64.1 
70/30 5 5.4 69.5 
65/35 1 1.1 70.6 
60/40 2 2.2 72.8 
50/50 12 13.0 85.8 
40/60 1 1.1 86.9 
35/65 3 3.3 90.2 
30/70 3 3.3 93.5 
25/75 4 4.3 97.8 
10/90 1 1.1 98.9 
5/95 1 1.1 100 
Tota l 92 100 
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I n the f o l l o w up personal i n t e r v i e w s , the major j u s t i f i c a t i o n s f o r 
t h i s preference were h i g h l i g h t e d by interviewees as the a b i l i t y t o 
provide f a s t e r d e l i v e r y and i t s cost e f f e c t i v e n e s s . This f i n d i n g 
became more comprehensible when a f u r t h e r breakdown of responses 
under the category of 'combination of both' was c a r r i e d out as 
presented i n Table 5.17. As can be seen from the t a b l e , the use 
of own t r a n s p o r t outweighs the use of outside t r a n s p o r t c o n t r a c t o r s . 
Charging ( o r not) f o r t r a n s p o r t a t i o n of p l a n t 
I n an attempt t o e s t a b l i s h whether a ' p r i c e ' i s being charged f o r 
the t r a n s p o r t a t i o n of p l a n t , respondents were asked the f o l l o w i n g 
question: 
"As a r u l e , are t r a n s p o r t a t i o n of p l a n t charges 
included i n the h i r e rates?" 
YES [ ] NO [ ] 
The question had a second p a r t which read: 
"Please comment i f any". 
Table 5.18 Are t r a n s p o r t a t i o n fees included i n the h i r e rate? 
F % 
Included 21 11.5 
Not included 161 88.0 
No i n f o r m a t i o n 1 0.5 
To t a l 183 100 
I t appears from Table 5.18 t h a t the m a j o r i t y of p l a n t h i r e 
companies do not include the charges f o r t r a n s p o r t a t i o n of p l a n t i n 
the h i r e r a t e ; t h a t i s , a t r a n s p o r t fee i s u s u a l l y charged 
separately. Some of the most common comments reported i n the 
second pa r t of the question are t h a t whether or not a t r a n s p o r t fee 
i s charged v a r i e s depending on the type of p l a n t , and t h a t when the 
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p l a n t i s committed t o a longer term h i r e , u s u a l l y t h r e e months or 
more, the t r a n s p o r t fee w i l l be absorbed by the h i r e company. 
What i s r e l i a b l e and e f f i c i e n t customer s e r v i c e considered t o be? 
B r i e f l y , the meaning of customer s e r v i c e v a r i e s from one company t o 
another and o f t e n i s viewed q u i t e d i f f e r e n t l y by vendors and t h e i r 
customers. Customer s e r v i c e may be de f i n e d i n terms of a number of 
v a r i a b l e s but i n general, i t involves both t a n g i b l e , measurable 
elements and i n t a n g i b l e , d i f f i c u l t t o measure elements such as the 
a t t i t u d e of a business towards the customer i n the service i t 
provides. I n broad terms, customer s e r v i c e can be considered the 
measure of how w e l l the p h y s i c a l d i s t r i b u t i o n system i s performing 
i n c r e a t i n g time and place u t i l i t i e s f o r a product or s e r v i c e 
i n c l u d i n g post-sale support. There are a number of elements t h a t 
are commonly associated w i t h customer s e r v i c e , although the degree 
of importance attached t o each of them w i l l vary from company t o 
company depending upon customer needs. 
I n the case of the p l a n t h i r e i n d u s t r y , the elements of the utmost 
importance t o customer s e r v i c e concern the d e l i v e r y time, time 
r e q u i r e d i n response t o breakdown or s e r v i c e , and the a v a i l a b i l i t y 
of p l a n t and accessories requested. Accordingly, both p l a n t h i r e 
companies and h i r e r s were asked t o i n d i c a t e what they consider 
r e l i a b l e and e f f i c i e n t customer s e r v i c e t o be i n d e l i v e r y time and 
responses t o breakdown i n terms of hours, and a v a i l a b i l i t y of p l a n t 
and accessories requested i n terms of percentages. 
As can be seen from Table 5.19, 61.8% of p l a n t h i r e companies as 
compared t o 35.6% of h i r e r s consider r e l i a b l e and e f f i c i e n t 
d e l i v e r y of p l a n t should be w i t h i n f o u r hours from the time an 
order i s received. This f i n d i n g i n d i c a t e s t h a t there i s an over-
emphasis on the p a r t of p l a n t h i r e companies w i t h regard to the 
le n g t h of time w i t h i n which p l a n t should be d e l i v e r e d t o h i r e r s , 
which demonstrates a lack of knowledge of the i n d u s t r y concerning 
i t s customers' needs and thus leads t o an i n e f f i c i e n t use of 
company resources. The same f i n d i n g s were obtained when 
comparisons were made at the lower end of the t a b l e . 51.2% of 
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h i r e r s consider d e l i v e r y times between 12 t o 24 hours t o be 
reasonable as compared t o o n l y 27.4% of p l a n t h i r e companies. 
Table 5.19 What i s r e l i a b l e and e f f i c i e n t customer s e r v i c e 
considered t o be? ( D e l i v e r y time and response t o 
breakdown or s e r v i c e s ) 
PLANT HIRE COMPANIES PLANT HIRERS 
Response Response 
D e l i v e r y t o D e l i v e r y t o 
time services time s e r v i c e s 
HOURS F % F % F % F % 
1 29 18.5 59 33.9 19 14.7 37 27.6 
2 39 24.8 61 35.1 9 7.0 37 27.6 
3 8 5.1 11 6.3 3 2.3 8 6.0 
4 21 13.4 25 14.4 15 11.6 32 23.9 
5 1 0.6 1 0.6 1 0.8 2 1.5 
6 
n 
3 1.9 5 2.9 - - 6 4.5 
I 
8 9 5.7 2 1.1 8 6.2 3 2.2 
9 - - - - - - - -
10 - - - - - - - -
11 - - - - - - - -
12 4 2.6 3 1.7 9 7.0 6 4.5 
24 39 24.8 7 4.0 57 44.2 3 2.2 
Above 24 4 2.6 - - 8 6.2 - -
T o t a l 157 100 174 100 129 100 134 100 
No i n f o r m a t i o n 26 9 15 10 
However, when the same question was d i r e c t e d at the l e n g t h of time 
i n response t o breakdown, the m a j o r i t y of both sets of respondents 
(89.7% of p l a n t h i r e companies and 85.11 of h i r e r s ) i n d i c a t e d t h a t 
w i t h i n four hours was reasonable and considered r e l i a b l e and 
e f f i c i e n t customer s e r v i c e . 
I n Table 5.20, responses of p l a n t h i r e companies and h i r e r s t o the 
element of a v a i l a b i l i t y of p l a n t and accessories were recorded. As 
can be observed from the t a b l e , the m a j o r i t y of responses f a l l 
under the 80% or more cat e g o r i e s , w i t h heavier c o n c e n t r a t i o n on the 
percentages rounded up t o t e n t h s , which was a n t i c i p a t e d as no scale 
was provided i n the question. Nevertheless, t h i s f i n d i n g i n d i c a t e s 
t h a t , i n general, the a v a i l a b i l i t y l e v e l of p l a n t and accessories 
at 80% or more i s considered r e l i a b l e and e f f i c i e n t by both the 
i n d u s t r y and i t s customers. 
Table 5.20 What i s r e l i a b l e and e f f i c i e n t customer service 
considered t o be? A v a i l a b i l i t y of p l a n t and 
accessories requested. 
PLANT HIRE COMPANIES PLANT HIRERS 
A v a i l - A v a i l - A v a i l - A v a i l -
a b i l i t y a b i l i t y of a b i l i t y a b i l i t y of 
PERCENTAGE of p l a n t accessories of p l a n t accessories 
OF 
AVAILABILITY F % F % F % F % 
50 5 3.5 12 9.5 2 1.6 5 4.1 
55 - - - - - - - -60 4 2.8 4 3.2 - - 2 1.7 65 2 1.4 1 0.8 - - - -70 7 5.0 4 3.2 3 2.4 7 5.7 
75 19 13.5 15 11.9 18 14.3 11 9.0 
80 29 20.6 16 12.7 24 19.0 20 16.4 
85 8 5.7 1 0.8 4 3.2 6 4.9 
90 36 25.5 36 28.6 28 22.2 21 17.2 
95 14 9.9 13 10.3 16 12.7 10 8.2 
100 17 12.1 24 19.0 31 24.6 40 32.8 
T o t a l 141 100 126 100 126 100 122 100 
No i n f o r m a t i o n 42 57 18 22 
5.5 THE SURVEY FINDINGS RELATED TO BUYING FACTORS AND THE 
DECISION MAKING PROCESSES OF HIRERS 
The aim of t h i s s e c t i o n i s t o examine the u n d e r l y i n g f a c t o r s of 
pl a n t h i r e r s and how t h e i r d e c i s i o n making processes are 
undertaken. S p e c i f i c a l l y , the f o l l o w i n g aspects are examined: 
Reasons h i r e r s opt f o r a h i r e agreement r a t h e r than 
ownership of a piece of p l a n t 
The d e c i s i o n making processes of h i r e r s 
C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are making 
a h i r i n g d e c i s i o n 
Reasons f o r the t e r m i n a t i o n of f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company. 
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5.5.1 Reasons h i r o r s opt f o r a h i r e agreement r a t h e r than 
ownership of a piece of p l a n t 
This s e c t i o n begins w i t h the i n v e s t i g a t i o n of the u n d e r l y i n g 
m o t i v a t i o n of p l a n t users who opt f o r a h i r e agreement r a t h e r than 
ownership of a piece of p l a n t . Accordingly, respondents were 
requested t o i d e n t i f y the main reasons f o r h i r i n g as opposed t o 
owning a piece of p l a n t . I n order t o generate more i n f o r m a t i o n , 
t h i s question was l e f t open ended t o allow f o r f r e e expression. 
The 10 most f r e q u e n t l y reported reasons by respondents, not i n 
order of importance, are as f o l l o w s : 
I n s u f f i c i e n t workload t o r e t a i n p l a n t economically f o r i t s 
working l i f e 
U n c e r t a i n t y on l e n g t h of time needed f o r the piece of p l a n t 
The r e s p o n s i b i l i t y of m a i n t a i n i n g , s e r v i c i n g , r e p a i r i n g and 
r e p l a c i n g of p l a n t are passed on t o the p l a n t h i r e company 
To meet f l u c t u a t i o n s i n demand over and above maximum 
product i o n l e v e l 
Cash f l o w r e l a x a t i o n and cost e f f e c t i v e n e s s 
Because of changing needs and technology, h i r i n g allows 
easier updating of p l a n t 
F l e x i b i l i t y , the a b i l i t y a c c u r a t e l y t o match p l a n t w i t h 
i n d i v i d u a l j o b requirements. 
The problem of storage and convenience i n movement of p l a n t 
between various s i t e s 
Short term h i r e , d u r i n g peak p e r i o d , or t o replace p l a n t 
under r e p a i r , or w h i l e a w a i t i n g d e l i v e r y of new p l a n t 
The d i f f i c u l t y of employing s u i t a b l e operators f o r heavy or 
s p e c i a l i s e d p l a n t . 
5.5.2 The d e c i s i o n making processes of p l a n t h i r e r s 
Understanding the d e c i s i o n making processes of i t s customers allows 
marketers b e t t e r t o plan t h e i r communication s t r a t e g y . 
Accordingly, respondents were asked t o i n d i c a t e how p l a n t h i r i n g 
decisions are undertaken w i t h i n t h e i r company. The responses 
received are presented i n Table 5.21. 
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Table 5.21 The d e c i s i o n making processes of h i r e r s 
DECISION MAKING PROCESS F % 
A l l h i r i n g s are undertaken i n a 
c e n t r a l o f f i c e 66 45. 8 
Decisions are undertaken i n r e g i o n a l 
o f f i c e s 24 16. 7 
Decisions are undertaken i n r e g i o n a l 
o f f i c e s but dealings are r e s t r i c t e d 
t o a l i s t of p l a n t h i r e companies 
approved by head o f f i c e 6 4. 2 
Decisions are delegated t o re s p e c t i v e 
p r o j e c t c h i e f s 38 26. 4 
Decisions are delegated t o re s p e c t i v e 
p r o j e c t c h i e f s but dealings are 
r e s t r i c t e d t o a l i s t of p l a n t h i r e 
companies approved by head o f f i c e 9 6. 2 
No i n f o r m a t i o n 1 0. 7 
T o t a l 144 100 
Table 5.21 i l l u s t r a t e s t h a t 45.8% of respondents c e n t r a l i s e t h e i r 
h i r i n g decisions as compared t o 26.4% who d e c e n t r a l i s e t h e i r 
decisions by d e l e g a t i n g the r e s p o n s i b i l i t y t o r e s p e c t i v e p r o j e c t 
c h i e f s and 27.1% who employ a combination of both i n the var i o u s 
forms i l l u s t r a t e d i n the t a b l e . 
These f i n d i n g s i n d i c a t e t h a t the m a j o r i t y of h i r e r s c e n t r a l i s e 
t h e i r d e c i s i o n making, which makes the communication task of the 
i n d u s t r y easier; e s p e c i a l l y , d i r e c t m a i l i n g as a form of 
communication can be f u r t h e r e x p l o i t e d by the i n d u s t r y . 
5.5.3 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are making 
a h i r e d e c i s i o n 
Both sets of respondents were requested t o i d e n t i f y the main 
c r i t e r i a taken i n t o c o n s i d e r a t i o n when making a h i r i n g d e c i s i o n . 
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Ten major c r i t e r i a were suggested by the q u e s t i o n n a i r e t o the 
respondents, who were also asked t o rank these c r i t e r i a i n order of 
importance. The responses received are presented i n Tables 5.22 
and 5.23; they are the views of p l a n t h i r e companies and t h e i r 
h i r e r s r e s p e c t i v e l y . 
Table 5.22 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are 
making a h i r i n g d e c i s i o n - the views of p l a n t h i r e 
companies 
ORDER OF IMPORTANCE 
CRITERIA 1 2 3 4 5 6 7 8 9 10 
P r i c i n g 56 27 18 18 19 10 5 3 - -
Back-up s e r v i c e 14 28 28 23 19 21 14 4 4 1 
C r e d i t terms - 3 5 5 3 19 20 42 39 20 
Condition of p l a n t 15 24 30 23 22 20 10 4 6 2 
Sales personnel 
i n f l u e n c e 1 5 7 9 13 15 16 19 24 47 
Past experience 19 19 21 28 25 18 12 9 4 1 
Plant h i r e company's 
r e p u t a t i o n 22 23 29 26 24 12 14 3 1 2 
Location of depots 1 3 7 9 8 14 35 32 25 22 
S k i l l and q u a l i t y 
of operator 26 18 9 12 20 11 11 9 13 27 
Brand and make of 
p l a n t 3 5 2 3 3 17 i . 32 40 33 
Note: A t o t a l of 27 respondents omitted t h i s q u e s tion. 
Thus N = 156. 
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Table 5.23 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are 
making h i r i n g decisions - the views of p l a n t h i r e r s 
ORDER OF IMPORTANCE 
CRITERIA 1 2 3 4 5 6 7 8 9 10 
P r i c i n g 46 25 13 12 11 1 7 6 4 2 
Back-up se r v i c e 7 23 31 28 18 8 3 5 2 2 
C r e d i t terms - 8 5 5 5 24 17 21 30 12 
Condition of p l a n t 18 17 24 15 19 16 12 4 1 1 
Sales personnel 
i n f l u e n c e 5 1 - - 1 2 1 11 25 81 
Past experience 22 6 13 17 22 15 18 10 4 -
Plant h i r e company's 
r e p u t a t i o n 4 6 10 12 13 21 22 25 12 2 
Location of depots 8 9 13 19 20 19 11 19 6 3 
S k i l l and q u a l i t y 
of operator 16 31 13 14 14 7 13 5 7 7 
Brand and make of 
p l a n t 2 1 . 4 5 4 14 23 21 36 17 
Note: A t o t a l of 17 respondents o m i t t e d t h i s question. 
Thus N = 127. 
As can be seen from the two t a b l e s , based on the number of 
frequency, each c r i t e r i o n i s ranked as the most important. Plant 
h i r e companies rank p r i c i n g as the most important, followed by 
s k i l l and q u a l i t y of p l a n t operator, company's r e p u t a t i o n , past 
experience and c o n d i t i o n of p l a n t ; w h i l e p l a n t h i r e r s f e e l t h a t 
p r i c i n g i s the most important, f o l l o w e d by past experience, 
c o n d i t i o n of p l a n t , and s k i l l and q u a l i t y of p l a n t operator. 
The f a c t t h a t both sets of respondents reported t h a t p r i c i n g i s the 
most important c r i t e r i o n taken i n t o c o n s i d e r a t i o n when making a 
h i r e d e c i s i o n , i n d i c a t e s t h a t the i n d u s t r y i s h i g h l y competitive 
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and t h a t p l a n t h i r e r s are v e r y p r i c e s e n s i t i v e . However, a notable 
d i f f e r e n c e i s t h a t w h i l e 22 out of 156 p l a n t h i r e companies 
rep o r t e d r e p u t a t i o n as the most important c r i t e r i o n , o n l y f o u r of 
the 127 h i r e r s f e l t l i k e w i s e , which r a i s e s some doubt about the 
worth o f i n v e s t i n g i n b u i l d i n g a good r e p u t a t i o n . 
One st a g g e r i n g o b s e r v a t i o n i s t h a t 81 out o f 127 p l a n t h i r e r s rank 
sales personnel i n f l u e n c e as t h e l e a s t important c r i t e r i o n taken 
i n t o c o n s i d e r a t i o n when choosing a vendor, and t h a t 47 of the 156 
p l a n t h i r e companies supported t h i s view. This f i n d i n g s u r e l y 
i n d i c a t e s t h a t perhaps t h e i n d u s t r y should r e t h i n k about 
emphasising personal s e l l i n g as the main element i n t h e i r marketing 
communications mix. 
5.5.4 Reasons f o r the t e r m i n a t i o n of f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company 
Plant h i r e r s were requested t o i d e n t i f y the main reasons f o r the 
t e r m i n a t i o n of f u r t h e r h i r i n g business t r a n s a c t i o n s w i t h any 
p a r t i c u l a r p l a n t h i r e company. Ten major reasons were suggested by 
the q u e s t i o n n a i r e and respondents were requested t o s p e c i f y a l l 
t h a t a p p l i e d . These reasons are shown i n Table 5.24. 
As can be seen from the t a b l e , the major reasons re p o r t e d by 
respondents are: poor back-up s e r v i c e ( 7 8 % ) , increase i n h i r e r a t e 
( 7 4 % ) , p l a n t provided i s no longer r e l i a b l e and vendors have not 
invested i n new p l a n t ( 6 2 % ) , and i n a b i l i t y t o provide p l a n t once 
too o f t e n ( 6 0 % ) . 
These f i n d i n g s i n d i c a t e t h a t i n order t o maintain customer l o y a l t y , 
p l a n t h i r e companies w i l l have t o place emphasis on the f o l l o w i n g 
elements i n t h e i r marketing s t r a t e g y : 
M a i n t a i n i n g back-up s e r v i c e t o a l e v e l seen by customers a s 
acceptable 
Care w i l l have t o be taken i n p r i c i n g h i r e r a t e s and i f an 
increase i s imminent, i t must be j u s t i f i e d and communicated 
t o customers 
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A p o l i c y of r e i n v e s t i n g a percentage of p r o f i t i n new p l a n t 
i n order t o maintain the r e l i a b i l i t y of the h i r e f l e e t 
The a v a i l a b i l i t y of p l a n t must be maintained a t a l e v e l t o 
meet customers' needs. 
Table 5.24 Reasons f o r the t e r m i n a t i o n of f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company 
REASONS F % 
Change of company d e c i s i o n makers 11 8.3 
Unable t o provide p l a n t r e q u i r e d once 
too o f t e n 60 45.4 
Salesmen have moved on t o another company 5 3.8 
Legal d i s p u t e which has hampered 
r e l a t i o n s h i p 17 12.9 
I t i s the company's p o l i c y t o sw i t c h 
s u p p l i e r s 6 4.5 
Plant provided i s no longer r e l i a b l e and 
vendors have not invested i n new p l a n t 62 47.0 
Change of c r e d i t p o l i c y by h i r e r s 4 3.0 
Poor back-up services 78 59.1 
Increase i n h i r e rates 74 56.1 
Change of parent or h o l d i n g company of 
p l a n t h i r e company 2 1.5 
Note: A t o t a l of 12 respondents omitted t h i s question. Thus, 
c a l c u l a t i o n of percentage i s based on N = 132 and not the 
t o t a l frequencies i n the t a b l e . 
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5.6 SUMMARY OF FINDINGS 
I n t h i s chapter an attempt has been made t o examine the p r e v a i l i n g 
marketing p o l i c i e s and p r a c t i c e s of the United Kingdom p l a n t h i r e 
i n d u s t r y and i t s customers' p e r c e p t i o n of t h i s approach. 
One main conclusion t o be d e r i v e d from the whole d i s c u s s i o n i s t h a t 
a m a j o r i t y of the companies w i t h i n the i n d u s t r y f o l l o w a set norm 
and do not d i f f e r very much i n t h e i r marketing p o l i c i e s and 
p r a c t i c e s . However, i t must be pointed out t h a t no attempt has 
been made t o e s t a b l i s h i f s i z e o f an o r g a n i s a t i o n i n r e l a t i o n t o 
tu r n o v e r or number o f depots has had any e f f e c t on i t s marketing 
p r a c t i c e s . Below i s a b r i e f summary of the f i n d i n g s . 
There i s a d i s t i n c t lack of p o l i c y i n the area of p l a n t 
a c q u i s i t i o n . That i s , d e c i s i o n s i n regard t o when, what and how t o 
acquire p l a n t are undertaken haphazardly by the m a j o r i t y of 
o r g a n i s a t i o n s , w h i l e d e c i s i o n s on p l a n t d i s p o s a l are d i c t a t e d by 
cost and p r o f i t f a c t o r s . The issue of h i r i n g heavy p l a n t w i t h o u t 
o perator was not welcomed by the m a j o r i t y of h i r e r s , even though a 
la r g e number of p l a n t h i r e companies have expressed t h a t t h i s i s a 
growing t r e n d or t h a t they w i l l under the r i g h t circumstances. 
With regard t o p r i c i n g , the study f i n d i n g s revealed t h a t the 
m a j o r i t y of p l a n t h i r e companies adopt v a r i a b l e p r i c e s t r u c t u r e s 
t a k i n g several c r i t e r i a i n t o c o n s i d e r a t i o n , the most important 
being the l e n g t h of h i r e and c r e d i t r i s k f a c t o r s . These p r a c t i c e s 
are the outcome of the p r i c e s e n s i t i v i t y of customers. I t i s the 
norm i n the i n d u s t r y t o provide c r e d i t t o i t s customers. However, 
the f i n d i n g s i n d i c a t e t h a t the c r e d i t r i s k w i t h i n the i n d u s t r y i s 
lower than average. 
Both the i n d u s t r y and i t s customers have a very low regard f o r 
personal s e l l i n g as a form of promoting the se r v i c e s , which r a i s e s 
some doubt about i t s e f f e c t i v e n e s s . With regard t o a d v e r t i s i n g and 
sales promotion, the m a j o r i t y of companies spend 1% or less of 
turnove r per annum, w i t h a l l o c a t i o n v a r y i n g w i d e l y between above 
and below-the-1ine a d v e r t i s i n g . The major forms of sales promotion 
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used by the i n d u s t r y are p u b l i c i t y , sales brochures and d i r e c t 
m a i l i n g . 
As f a r as customer s e r v i c e i s concerned, t h e r e i s an over-emphasis 
on d e l i v e r y time on the p a r t o f p l a n t h i r e companies. That i s , 
p l a n t i s d e l i v e r e d t o s i t e s quicker than what t h e customers 
consider r e l i a b l e and e f f i c i e n t customer s e r v i c e t o be i n terms o f 
d e l i v e r y time. On the oth e r hand, w h i l e i t was agreed by both 
p a r t i e s t h a t responses t o breakdown time of f o u r hours and 
a v a i l a b i l i t y of p l a n t a t a l e v e l of 80% or more c o n s t i t u t e r e l i a b l e 
and e f f i c i e n t customer s e r v i c e , y et "poor back-up s e r v i c e " and 
"unable t o provide p l a n t requested once too o f t e n " are two major 
reasons h i g h l i g h t e d by h i r e r s f o r t h e t e r m i n a t i o n o f f u r t h e r 
business t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company. 
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CHAPTER SIX 
ANALYSIS OF THE FIELD STUDY FINDINGS IN SINGAPORE 
AND A COMPARISON TO THOSE OF THE UNITED KINGDOM FINDINGS 
6.1 INTRODUCTION 
From the o u t s e t , the o r i g i n a l o b j e c t i v e of t h i s study was t h a t equal 
a t t e n t i o n should be given t o the p l a n t h i r e i n d u s t r i e s i n the two 
co u n t r i e s so t h a t a comparative study could be c a r r i e d out t o 
e s t a b l i s h i f there are any s i g n i f i c a n t d i f f e r e n c e s i n t h e i r 
marketing p r a c t i c e s . 
However, i n the course of conducting the f i e l d survey i n Singapore, 
i t became apparent t h a t t h i s o b j e c t i v e was over-ambitious due t o 
several imponderables. F i r s t l y , there i s the lack o f l i t e r a t u r e and 
s t a t i s t i c s on the i n d u s t r y , which make the task of desk research 
impossible. Secondly, the unco-operativeness of respondents 
answering questions which they f e l t were s e n s i t i v e r e s u l t e d i n a 
large number of omissions and, f i n a l l y , there are the c o n s t r a i n t s 
of time as on l y three months were spent i n Singapore. 
This i n e v i t a b l y l e d t o the a l t e r a t i o n of the study format, w i t h 
g r e a t e r emphasis being placed on the United Kingdom study than t h a t 
of Singapore. Nevertheless, a comparative study w i l l be attempted 
i n the f o l l o w i n g chapter. 
6.2 IMPLEMENTATION OF RESEARCH DESIGN 
The two sets of que s t i o n n a i r e were administered t o the selected 
samples through two methods. A t o t a l of 30 p l a n t h i r e companies 
were contacted through personal i n t e r v i e w s , w h i l e 51 h i r e r s were 
reached by telephone i n t e r v i e w s . The r a t i o n a l e f o r adopting these 
methods of contact are explained below. 
The lack of l i t e r a t u r e and s t a t i s t i c s on the i n d u s t r y means t h a t 
more i n f o r m a t i o n w i l l have t o be c o l l e c t e d from t h i s f i e l d research. 
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There are also the c o n s t r a i n t s of time a v a i l a b l e t o complete the 
survey and the f a c t t h a t a small geographical area i s i n v o l v e d which 
make these methods most time e f f i c i e n t . Furthermore, i t was 
a n t i c i p a t e d t h a t t h e r e would be a lack of understanding; t h a t i s , 
respondents might not understand c e r t a i n questions p r o p e r l y and 
e l a b o r a t i o n would be r e q u i r e d . 
Presentation of analysed data c o l l e c t e d i n the f i e l d survey and t h a t 
of the 'comparative' study w i l l take the form of t a b l e s ( r e f e r t o 
Chapter 5, s e c t i o n 5.3). 
6.3 INDUSTRY STRUCTURE 
Plant h i r e i s a small support i n d u s t r y made up of about 65 
companies. The i n d u s t r y has grown up from t h r e e types of 
o r g a n i s a t i o n motivated by d i f f e r e n t o b j e c t i v e s . 
Construction and s h i p b u i l d i n g companies which set up a 
department t o h i r e out excess p l a n t which i s i d l e i n t h e i r 
yards, t o generate a d d i t i o n a l income 
Plant d i s t r i b u t o r s who have a h i r i n g department as a 
secondary business, not so much t o generate income but t o 
provide b e t t e r s e r v i c e t o t h e i r customers 
Companies w i t h p l a n t h i r i n g as t h e i r main business. 
I n recent years, a number of companies w i t h i n the type t h r e e k i n d 
of o p e r a t i o n have e i t h e r changed ownership several times or have 
gone i n t o r e c e i v e r s h i p as the mid 1980s recession has brought t o the 
surface the danger of r e l y i n g s o l e l y on h i r e revenue f o r company 
s u r v i v a l . This i s e s p e c i a l l y t r u e when op e r a t i n g w i t h i n a small 
country l i k e Singapore. 
The three major i n d u s t r i a l sectors serviced by the i n d u s t r y are 
c o n s t r u c t i o n , s h i p b u i l d i n g and r e p a i r , and o f f - s h o r e o i 1 r e f i n e r i e s , 
which together c o n t r i b u t e an estimated 90% of the i n d u s t r y turnover, 
w i t h the other 10% coming from shipping, t r a n s p o r t a t i o n and 
warehousing, and manufacturing. However, the a c t u a l turnover of the 
i n d u s t r y i n money terms i s not a v a i l a b l e , but i s estimated t o be 
w i t h i n 100 m i l l i o n Singapore d o l l a r s (about £30 m i l l i o n ) . 
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6.4 The survey f i n d i n g s r e l a t e d t o marketing p o l i c i e s and 
p r a c t i c e s 
I n t h i s s e c t i o n , an attempt w i l l be made t o examine marketing 
p o l i c i e s and p r a c t i c e s of p l a n t h i r e companies w i t h i n the i n d u s t r y , 
t h e i r customers' perception of t h i s approach and, whenever pos s i b l e , 
a comparison w i t h t h a t of the UK f i n d i n g s . S p e c i f i c a l l y , the 
discussion w i l l r e v olve around the fo u r way c l a s s i f i c a t i o n of the 
marketing mix; namely - product, p r i c e , promotion and place. 
6.4.1 Product p o l i c y 
Table 6.1 C l a s s i f i c a t i o n of p l a n t h i r e companies by p l a n t types 
TYPES OF PLANT F % 
Non-operative 10 33.3 
With o p e r a t i v e 3 10.0 
Combination of both 17 56.7 
T o t a l 30 100 
Table 6.2 Preferences towards p r o v i d i n g o p e r a t i v e s w i t h heavy 
p l a n t as p a r t of the product package 
PLANT HIRE COMPANIES PLANT HIRERS 
PREFERENCE F % F % 
Customers t o provide 
t h e i r own operatives 15 75 18 35.3 
Hire company operatives 4 20 27 52.9 
No preference 1 5 6 11.8 
Tota l 20 100 51 100 
Note: Non-operative p l a n t h i r e companies which t o t a l 10 are 
excluded from the t a b l e . 
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I n an attempt t o c l a s s i f y t h e t o t a l respondents of 30 p l a n t h i r e 
companies by p l a n t type as shown i n Table 6.1, the m a j o r i t y o f them 
are e i t h e r non-operative o r a combination of both types, w h i l e o n l y 
10% s p e c i a l i s e i n heavy p l a n t w i t h o p e r a t i v e s , which very c l o s e l y 
r e f l e c t s the make-up of the i n d u s t r y . 
When respondents were asked t o g i v e t h e i r opinions as t o who they 
p r e f e r t o provide personnel t o operate h i r e d heavy p l a n t - t h a t i s , 
whether i t should be the p l a n t h i r e company or the h i r e r - and why, 
c o n f l i c t i n g views were observed. As can be seen from Table 6.2, the 
m a j o r i t y of both sets of respondents p r e f e r the o t h e r s t o provide 
o p e r a t i v e s t o operate the h i r e d heavy p l a n t . However, i t must be 
po i n t e d out t h a t t h i s f i n d i n g might be temporary, due t o the country 
f a c i n g the problem of a t i g h t labour market at the time when t h i s 
survey was undertaken. 
Nevertheless, on examining the second p a r t of the q u e s t i o n as t o the 
reasons f o r t h e i r preferences, some r a t i o n a l e s were re p o r t e d by both 
sets of respondents, which are presented i n Table 6.3. 
Table 6.3 Reasons f o r preferences towards the other p a r t y 
p r o v i d i n g o p e r a t i v e s t o operate h i r e d heavy p l a n t 
PLANT HIRE COMPANIES HIRERS 
I t i s not f e a s i b l e 
t o provide operators 
f o r short term h i r e 
I t i s d i f f i c u l t t o 
maintain a pool of 
p l a n t operators 
The p l a n t h i r e company o p e r a t i v e s 
are more experienced and f a m i l i a r 
w i t h the p l a n t , hence more 
e f f i c i e n t 
The company i s released from the 
burden of l i a b i l i t y t o both 
o p e r a t i v e s and p l a n t , which very 
o f t e n l e d t o l e g a l d i s p u t e 
I t i s not cost e f f e c t i v e t o 
maintain a pool of o p e r a t i v e s 
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To p r o t e c t the i n t e r e s t s of the company, as customers' operatives 
are time/production conscious and tend t o abuse the p l a n t w i t h no 
proper care, are the main reasons reported by p l a n t h i r e companies 
who p r e f e r t o provide o p e r a t i v e s w i t h heavy p l a n t on h i r e . Having 
a pool of operatives experienced i n handling every type of heavy 
p l a n t w i t h i n the o r g a n i s a t i o n , thus being more cost e f f e c t i v e , i s 
the main reason reported by h i r e r s w i t h preferences towards 
p r o v i d i n g own o p e r a t i v e s . 
With regard t o p o l i c y r e l a t e d t o the a c q u i s i t i o n and disposal of 
p l a n t , i t appears from the responses received t h a t these a c t i v i t i e s 
are undertaken haphazardly w i t h o u t much a n a l y s i s and planning and 
hence are not rendered f u r t h e r a t t e n t i o n . 
6.4.2 P r i c i n g p o l i c y 
I n regard t o p r i c i n g p o l i c y , v a r i a b l e p r i c i n g s t r u c t u r e i s the more 
common st r a t e g y p r a c t i c e w i t h i n the i n d u s t r y , w i t h a m a j o r i t y of 
73.3% as shown i n Table 6.4. I t i s standard p r a c t i c e w i t h i n the 
i n d u s t r y t o o f f e r c r e d i t f a c i l i t i e s , w i t h the m a j o r i t y of 
respondents o f f e r i n g a 30 day c r e d i t term. However, the m a j o r i t y 
reported a c t u a l average settlement date by debtors t o be between 60 
and 90 days, as i n d i c a t e d i n Table 6.5. 
Table 6.4 P r i c i n g s t r a t e g y p r a c t i c e w i t h i n the i n d u s t r y 
PRICING STRATEGY F % 
One standard p r i c e l i s t 8 26.7 
Va r i a b l e p r i c e s t r u c t u r e 22 73.3 
To t a l 30 100 
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Table 6.5 Terms of c r e d i t o f f e r e d as compared t o a c t u a l average 
debtors' settlement date 
NUMBER 
OF DAYS 
CREDIT TERMS OFFERED ACTUAL SETTLEMENT DATE 
F % F % 
30 27 90 2 6. 7 
60 3 10 12 40. 0 
90 - - 12 40. 0 
120 - - 4 13. 3 
To t a l 30 100 30 100 
I n an attempt t o e s t a b l i s h the major c r i t e r i a taken i n t o 
c o n s i d e r a t i o n when quoting h i r e r a t e s , e i g h t major c r i t e r i a were 
suggested by the que s t i o n n a i r e t o the respondents, who were 
requested t o rank them i n order of importance and i n d i c a t e any 
others t h a t apply. As may be seen from Table 6.6, the c r i t e r i o n of 
c r e d i t r i s k i s ranked by 13 out of 28 as the most important, which 
i s e quivalent t o 46.4%. This f i n d i n g i n d i c a t e s t h a t the i n d u s t r y 
i s encountering a hi g h c r e d i t r i s k ; hence, w i t h o u t proper c r e d i t 
c o n t r o l , the l e v e l of bad debt can be s u b s t a n t i a l . The r e s t of the 
observations are very s i m i l a r t o those of the UK f i n d i n g s . 
6.4.3 Promotional s t r a t e g y : personal s e l l i n g 
W i t h i n the p l a n t h i r e i n d u s t r y , personal s e l l i n g i s a c r u c i a l 
element i n the promotional mix. Accordingly, t h i s sub-section w i l l 
examine the i n d u s t r y p r a c t i c e i n regard t o personal s e l l i n g . To do 
so, respondents were asked t o i n d i c a t e the s t r e n g t h of t h e i r sales 
forc e s , t h e i r deployment s t r a t e g i e s , a t t r i b u t e s taken i n t o 
c o n s i d e r a t i o n when r e c r u i t i n g and how they are remunerated. H i r e r s 
were asked t o i n d i c a t e t h e i r assessment of sales people from the 
i n d u s t r y i n the context of t h e i r j o b . Responses are reproduced i n 
Tables 6.7 t o 6.11. 
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Table 6.6 Major c r i t e r i a taken i n t o c o n s i d e r a t i o n i n the order 
of importance when q u o t i n g h i r e r ates 
CRITERIA 
ORDER OF IMPORTANCE 
1 2 3 4 5 6 7 8 
Length of h i r e 6 9 6 4 - 1 2 -
Service l e v e l requirement 
of customers - 1 1 4 3 2 16 1 
C o n d i t i o n and environment 
where p l a n t i s t o be used 3 6 3 4 5 5 1 1 
C r e d i t r i s k f a c t o r s 13 1 3 3 4 3 1 -
Market demand at time of 
qu o t a t i o n 1 5 2 3 10 5 1 1 
Plant a v a i l a b i l i t y a t 
time of q u o t a t i o n 3 1 5 - 6 8 5 -
Size of order 1 5 8 8 - 3 2 1 
Accessories requirement 1 1 - 1 - 1 - 24 
Note: A t o t a l of 2 respondents o m i t t e d t h i s question. 
Thus N = 28. 
Table 6.7 Strength of sales f o r c e 
STRENGTH OF SALES FORCE F % 
None 2 8 
1 4 16 
2 7 28 
3 3 12 
4 7 28 
5 2 8 
To t a l 25 100 
No i n f o r m a t i o n 5 
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Table 6.8 Deployment s t r a t e g y 
DEPLOYMENT STRATEGY F % 
By t e r r i t o r i e s 5 20 
By market sectors 11 44 
By p l a n t types 6 24 
By customers 2 8 
Open market 1 4 
Tot a l 25 100 
No i n f o r m a t i o n 5 
Table 6.9 Important a t t r i b u t e s considered w i t h i n the i n d u s t r y 
when r e c r u i t i n g sales people 
ATTRIBUTES F % 
Knowledge of i n d u s t r y 17 80 9 
P e r s o n a l i t i e s 14 66 7 
Product knowledge 11 52 4 
S e l f - m o t i v a t i o n 6 28 6 
Resourcefulness 5 23 8 
Note: A t o t a l of 9 respondents omitte d t h i s q u e s tion. 
Thus, percentages are based on N = 21. 
Table 6.10 Sales f o r c e remuneration methods used w i t h i n the 
i n d u s t r y 
METHODS OF REMUNERATION F % 
S t r a i g h t - s a l a r y 6 24 
S t r a i g h t commission - -
Combination of both 19 76 
T o t a l 25 100 
No i n f o r m a t i o n 5 
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Table 6.11 Assessment of sales people from the i n d u s t r y i n the 
context of t h e i r job by customers 
ASSESSMENT F % 
Negative 8 21.6 
P o s i t i v e 29 78.4 
Tot a l 37 100 
Note: A t o t a l of 14 respondents omitte d t h i s question. 
Thus N = 37. 
As can be observed from Tables 6.7 and 6.8, the p l a n t h i r e companies 
employed an average of 2.6 sales people t o cover the e n t i r e market, 
and the most popular deployment s t r a t e g y employed was "by market 
s e c t o r s " ; namely, c o n s t r u c t i o n , s h i p r e p a i r and b u i l d i n g , 
engineering, and the o i l e x p l o r a t i o n and r e f i n e r y i n d u s t r y . The 
important a t t r i b u t e s considered by the i n d u s t r y when r e c r u i t i n g 
sales people, i n descending order, are knowledge of i n d u s t r y , 
p e r s o n a l i t i e s , product knowledge, s e l f - m o t i v a t i o n and 
resourcefulness, w h i l e the combination of s a l a r y and commission plan 
i s used by the m a j o r i t y t o remunerate t h e i r sales forc e s , as 
i n d i c a t e d i n Tables 6.9 and 6.10 r e s p e c t i v e l y . As shown i n Table 
6.11, when h i r e r s were asked t o assess the sales people from the 
i n d u s t r y i n the context of t h e i r j o b , the m a j o r i t y expressed 
p o s i t i v e o pinions. 
A comparison of t h i s f i n d i n g w i t h t h a t of the UK shows two 
s i g n i f i c a n t d i f f e r e n c e s . F i r s t l y , as can be seen from Table 6.12, 
w h i l e the m a j o r i t y of respondents from the Singapore sample (44%) 
reported employing deployment s t r a t e g y by market s e c t o r s , the 
m a j o r i t y of the UK sample (41.1%) reported deploying t h e i r sales 
forces by geographical t e r r i t o r i e s . One main e x p l a n a t i o n f o r t h i s 
d i f f e r e n c e i n p r a c t i c e must be the d i f f e r e n c e i n s i z e of the two 
c o u n t r i e s . Secondly, as shown i n Table 6.13, the p l a n t h i r e r s i n 
Singapore expressed a higher regard f o r the sales people from the 
i n d u s t r y than those of the UK. 
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Table 6.12 A comparison of sales f o r c e deployment s t r a t e g y i n the 
two c o u n t r i e s 
DEPLOYMENT STRATEGY 
SINGAPORE THE UK 
F % F % 
By geographical t e r r i t o r i e s 5 20 44 41.1 
By market sectors 11 44 11 10.3 
By p l a n t types 6 24 9 8.4 
Others 3 12 43 40.2 
T o t a l 25 100 107 100 
No i n f o r m a t i o n 5 76 
Note: For more d e t a i l s on the category of "others" r e f e r t o Tables 
5.8 and 6.8. 
Table 6.13 A comparison of h i r e r s ' opinions of sales people from 
the i n d u s t r y i n the two c o u n t r i e s 
ASSESSMENT 
SINGAPORE THE UK 
F 1 F % 
Negative 8 21.6 46 52.3 
P o s i t i v e 29 78.4 42 47.7 
T o t a l 37 100 88 100 
No i n f o r m a t i o n 14 56 
6.4.4 Promotional s t r a t e g y : a d v e r t i s i n g and sales promotion 
S i m i l a r l y t o t h a t of the UK, t h i s i n d u s t r y i s not a heavy user of 
a d v e r t i s i n g , w i t h the m a j o r i t y of p l a n t h i r e companies spending less 
than 1% of annual turnover. This f i n d i n g became more comprehensible 
when a d v e r t i s i n g expenditure and annual turnover of respondents, as 
presented i n Tables 6.14 and 6.15 r e s p e c t i v e l y , were examined 
alongside one another. However, from an an a l y s i s of responses 
regarding the a l l o c a t i o n of a d v e r t i s i n g expenditure between above 
and below-the-line a d v e r t i s i n g , as shown i n Table 6.16, wide 
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v a r i a t i o n s were found, ranging from a 100% spend on 'above the l i n e ' 
t o a 100% spend on 'below-the-line'; hence there i s no set p r a c t i c e 
w i t h i n the i n d u s t r y where the a l l o c a t i o n of t o t a l a d v e r t i s i n g 
expenditure i s concerned. 
Table 6.14 A d v e r t i s i n g expenditure as a percentage of turnover 
% OF EXPENDITURE F % 
Less than 1 15 75 
1 3 15 
2 2 10 
To t a l 20 100 
No i n f o r m a t i o n 10 
Table 6.15 C l a s s i f i c a t i o n of p l a n t h i r e companies i n terms of 
turnover 
ANNUAL TURNOVER IN SINGAPORE DOLLARS F % 
<500,000 9 42.9 
500,000-0.99 m 5 23.8 
1-1.99 m i l l i o n 7 33.3 
T o t a l 21 100 
No i n f o r m a t i o n 9 
Note: At the time of survey, the exchange r a t e was estimated a t 
S$3.20 t o £1. 
109 
Table 6.16 Breakdown of a d v e r t i s i n g budget between 'above' and 
'below-the-line a d v e r t i s i n g 
ABOVE/BELOW-THE-LINE F % 
100/- 8 28.6 
80/20 3 10.7 
70/30 2 7.1 
60/40 2 7.1 
50/50 1 3.6 
40/60 3 10.7 
30/70 1 3.6 
20/80 1 3.6 
10/90 1 3.6 
5/95 1 3.6 
-/100 5 17.8 
T o t a l 28 100 
No i n f o r m a t i o n 2 
Table 6.17 Types of sales promotional methods employed w i t h i n the 
i n d u s t r y 
TYPES OF 
PROMOTIONAL METHODS F Q. C 
E x h i b i t i o n s 3 10 
Give-aways 9 30 
Sales brochures 15 50 
P u b l i c i t y 17 56.7 
Hidden discounts 9 30 
D i r e c t m a i l i n g 16 53.3 
Competitions 4 13.3 
Note: A 100% response was received. Thus N = 30. 
The most commonly used promotional methods reported by respondents, 
which are presented i n Table 6.17, are very s i m i l a r t o those 
r e p o r t e d i n the UK survey; t h a t i s , p u b l i c i t y (56.7%), d i r e c t 
m a i l i n g (53.3%) and sales brochures ( 5 0 % ) . 
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6.4.5 D i s t r i b u t i o n s t r a t e g y 
The m a j o r i t y of p l a n t h i r e companies make use of both t h e i r own 
t r a n s p o r t and outside c o n t r a c t o r s t o d e l i v e r p l a n t t o requested 
s i t e s , where h i r e r s w i l l pay a fee f o r t h i s s e r v i c e . However, i n 
long term h i r e of s i x months or above, t h i s fee i s u s u a l l y absorbed 
by the p l a n t h i r e company. The r a t i o n a l e f o r adopting t h i s s t r a t e g y 
r e p o r t e d by respondents i s t h a t t h i s w i l l speed up d e l i v e r y , as very 
o f t e n requests f o r p l a n t are immediate and l a s t minute. This 
s t r a t e g y w i l l a l s o f r e e company t r a n s p o r t and manpower t o respond 
t o breakdowns and t o cope w i t h r o u t i n e maintenance of p l a n t at s i t e 
( r e f e r t o Tables 6.18 and 6.19). 
Table 6.18 Modes of t r a n s p o r t a t i o n used i n the i n d u s t r y 
MODE OF TRANSPORTATION F % 
Own t r a n s p o r t 2 6.9 
Outside c o n t r a c t o r s 7 24.1 
Combination of both 20 69.0 
T o t a l 29 100 
No i n f o r m a t i o n 1 











When both sets of respondents were asked t o i n d i c a t e what r e l i a b l e 
and e f f i c i e n t customer se r v i c e amounts t o i n terms of d e l i v e r y and 
response t o breakdown, i n general there was a coherence i n o p i n i o n s . 
As can be seen from Table 6.20, where d e l i v e r y time i s concerned, 
59.3% of p l a n t h i r e companies re p o r t e d " w i t h i n f o u r hours" t o be 
111 
considered r e l i a b l e and e f f i c i e n t , w h i l e 58.9% of h i r e r s reported 
l i k e w i s e . However, i n regard t o response t o breakdown, 66.7% of 
h i r e r s reported " w i t h i n two hours" t o be r e l i a b l e and e f f i c i e n t , 
w h i l e only 46.4% of p l a n t h i r e companies reported l i k e w i s e , which 
i n d i c a t e s t h a t i n general, the l e v e l of service provided by the 
i n d u s t r y i n t h i s p a r t i c u l a r area i s below the expectations of 
h i r e r s . On the other hand, where a v a i l a b i l i t y of pl a n t i s 
concerned, the m a j o r i t y of p l a n t h i r e companies, as i n d i c a t e d i n 
Table 6.21, reported "80% and above" as being r e l i a b l e and 
e f f i c i e n t , as compared t o "70% and above" reported by h i r e r s . 
Table 6.20 What i s r e l i a b l e and e f f i c i e n t customer se r v i c e 
considered t o be ( d e l i v e r y time and response t o 
breakdown)? 
PLANT HIRE COMPANY PLANT HIRER 
DELIVERY RESPONSE TO DELIVERY RESPONSE TO 
TIME BREAKDOWN TIME BREAKDOWN 
HOURS F % F % F % F % 
1 2 7.4 3 10.7 1 2 6 11.8 
2 6 22.3 10 35.7 1 2 28 54.9 
3 1 3.7 6 21.4 6 11.8 7 13.7 
4 7 25.9 7 25.0 22 43.1 10 19.6 
5 1 3.7 - - 6 11.8 - -
6 
7 
1 3.7 1 3.6 4 7.8 - -
/ 
8 5 18.5 _ _ 8 15.6 _ 
24 4 14.8 1 3.6 3 5.9 - -
T o t a l 27 100 28 100 51 100 51 100 
No i n f o ' n 3 2 - -
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Table 6.21 What i s r e l i a b l e and e f f i c i e n t customer service 
considered t o be ( a v a i l a b i l i t y of p l a n t and 
accessories requested)? 
PLANT HIRE COMPANY PLANT HIRER 
AVAIL- AVAILABILITY AVAIL- AVAILABILITY 
ABILITY OF ABILITY OF 
PERCENTAGE OF PLANT ACCESSORIES OF PLANT ACCESSORIES 
OF AVAIL-\_/ g. i L w 11 -1- A—1 
ABILITY F % F % F % F % 
50 2 7.7 2 9.5 1 2.1 7 20.6 
60 3 11.5 2 9.5 4 8.3 2 5.9 
70 3 11.5 1 4.8 17 35.4 3 8.8 
80 8 30.8 12 57.1 20 41.6 11 32.4 
90 7 27.0 3 14.3 3 6.3 5 14.7 
100 3 11.5 1 4.8 3 6.3 6 17.6 
T o t a l 26 100 21 100 48 100 34 100 
No i n f o ' n 4 9 3 17 
Comparing responses f o r both the UK and Singapore samples, as Table 
6.22 shows, i t would appear t h a t where response t o breakdown i s 
concerned, the UK p l a n t h i r e companies are more customer o r i e n t e d 
than those i n Singapore. While a bigger m a j o r i t y of UK pl a n t h i r e 
companies compared t o t h e i r h i r e r s reported t h a t time taken t o 
respond t o breakdown of w i t h i n two hours amounts t o r e l i a b l e and 
e f f i c i e n t , t h e i r Singapore count e r p a r t s f e l l s h o r t of t h e i r h i r e r s ' 
expectations i n t h i s area of s e r v i c e . 
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Table 6.22 A comparison o f what r e l i a b l e and e f f i c i e n t customer 
s e r v i c e i s considered t o be i n regard t o time taken i n 
response t o breakdown 
UNITED KINGDOM SINGAPORE 
PLANT HIRE PLANT HIRE 
COMPANY PLANT HIRER COMPANY PLANT HIRER 
HOURS F CUM % F CUM % F CUM % F CUM % 
1 59 33.9 37 27.6 3 10.7 6 11.8 
2 61 69.0 37 55.2 10 46.4 28 66.7 
3 11 75.3 8 61.2 6 67.8 7 80.4 
4 25 89.7 32 85.1 7 92.8 10 100.0 
5 1 90.3 2 86.6 - 92.8 - -
6 5 93.2 6 91.1 1 96.4 - -
7 - 93.2 - 91.1 - 96.4 - -
8 2 94.3 3 93.3 - 96.4 - -12 3 96.0 6 97.8 - 96.4 - -24 7 100.0 3 100.0 1 100.0 - -
T o t a l 174 28 51 
No i n f o 9 2 -
CUM = Cumulative 
Note: For more d e t a i l s r e f e r t o Tables 5.19 and 6.20. 
6.5 THE SURVEY FINDINGS RELATED TO BUYING FACTORS AND THE 
DECISION MAKING PROCESSES OF HIRERS 
The aim of t h i s s e c t i o n i s t o examine the u n d e r l y i n g buying f a c t o r s 
of p l a n t h i r e r s and how t h e i r d e c i s i o n making processes are 
undertaken. These f i n d i n g s w i l l then be compared t o those i n the 
UK, whenever i t i s p o s s i b l e . 
6.5.1 Reasons h i r e r s opt f o r a h i r e agreement r a t h e r than 
ownership of a piece of p l a n t 
When reguested t o i n d i c a t e t h e i r reasons f o r h i r i n g as opposed t o 
owning a piece of p l a n t , respondents reported t h a t h i r e agreements 
are u s u a l l y taken up i n the f o l l o w i n g s i t u a t i o n s : 
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A d d i t i o n a l requirements d u r i n g s t a r t - u p p e r i o d or when 
p r o j e c t s are f a l l i n g behind schedule 
When there are more sho r t term p r o j e c t s than a n t i c i p a t e d 
When p l a n t of t h e i r own i s under r e p a i r 
Special requirements which are u n l i k e l y t o have f u t u r e 
usage. 
Common motivations f o r customers t a k i n g up a h i r e agreement r a t h e r 
than ownership of a piece of p l a n t h i g h l i g h t e d i n the survey are as 
f o l l o w s : 
The r e s p o n s i b i l i t y and problems of maintenance are passed on 
to the p l a n t h i r e company 
Opportunity of h i r i n g newer and l a t e s t model of p l a n t 
To improve the accuracy and competitiveness of con t r a c t 
tendering 
To achieve a balance between c a p i t a l investment and 
operat i n g c a p i t a l 
The problem of storage when p l a n t i s not i n use. 
6.5.2 The d e c i s i o n making processes of h i r e r s 
With regard t o d e c i s i o n making processes, respondents were asked how 
p l a n t h i r i n g decisions are undertaken w i t h i n t h e i r company. The 
responses received are presented i n Table 6.23. As can be seen from 
the t a b l e , the m a j o r i t y of respondents reported t h a t t h e i r p l a n t 
h i r i n g decisions are undertaken i n a c e n t r a l o f f i c e . This f i n d i n g , 
which i s very s i m i l a r t o t h a t i n the UK survey, i n d i c a t e s t h a t 
because of t h i s c e n t r a l i s a t i o n of d e c i s i o n making by h i r e r s , the 
task of communicating w i t h them i s made much easi e r f o r the 
i n d u s t r y . 
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Table 6.23 The de c i s i o n making processes of h i r e r s 
DECISION MAKING PROCESSES F % 
A l l h i r i n g s are undertaken i n a 
c e n t r a l o f f i c e 39 76.5 
Decisions are undertaken i n 
r e g i o n a l o f f i c e s - -
Decisions are undertaken i n 
r e g i o n a l o f f i c e s , but dealings are 
r e s t r i c t e d t o a l i s t of p l a n t h i r e r 
companies approved by head o f f i c e 1 1.9 
Decisions are delegated t o 
re s p e c t i v e p r o j e c t c h i e f s 9 17.7 
Decisions are delegated t o 
res p e c t i v e p r o j e c t c h i e f s , but 
dealings are r e s t r i c t e d t o a l i s t 
of p l a n t h i r e companies approved 
by head o f f i c e 2 3.9 
T o t a l 51 100 
6.5.3 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are making 
a h i r i n g d e c i s i o n 
Plant h i r e companies and h i r e r s were asked t o i n d i c a t e those 
c r i t e r i a taken i n t o c o n s i d e r a t i o n when making a h i r i n g d e c i s i o n . 
Ten major c r i t e r i a were suggested by the qu e s t i o n n a i r e t o the 
respondents, who were also requested t o rank them i n order of 
importance. The responses received are presented i n Tables 6.24 and 
6.25. 
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Table 6.24 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are 
making a h i r i n g d e c i s i o n - the views of p l a n t h i r e 
companies 
CRITERIA 
ORDER OF IMPORTANCE 
1 2 3 4 5 6 7 8 9 10 
P r i c i n g 21 3 1 1 - - 1 - - -
Back-up s e r v i c e 2 15 6 2 1 1 - - - -
C r e d i t terms 1 2 3 4 4 2 7 4 - -
Condition of p l a n t 1 2 12 5 2 2 2 - - 1 
Sales personnel 
i n f l u e n c e - 1 2 3 6 7 5 2 - 1 
Past experience - 1 1 7 6 8 4 - - -
Plant h i r e company 
r e p u t a t i o n 2 2 1 3 5 6 4 4 - -
Location of depots 2 1 8 16 
S k i l l and q u a l i t y of 
operator - 1 - 1 3 - 1 3 13 5 
Brand and make of 
p l a n t - - 1 2 - 1 2 12 6 3 
Note: A t o t a l of 3 respondents o m i t t e d t h i s question. 
Thus N = 27. 
As can be seen from these t a b l e s , both sets of respondents reported 
t h a t p r i c i n g i s the c r i t e r i o n of the utmost importance, f o l l o w e d by 
back-up se r v i c e and c o n d i t i o n of p l a n t , w h i l e the three l e a s t 
important c r i t e r i a are l o c a t i o n of depot, s k i l l and q u a l i t y of 
operators, and brand and make of p l a n t . This f i n d i n g demonstrates 
t h a t the i n d u s t r y i n general understands i t s customers' needs and 
i s t h e r e f o r e c l i e n t o r i e n t e d . 
117 
Table 6.25 C r i t e r i a taken i n t o c o n s i d e r a t i o n when customers are 
making a h i r i n g d e c i s i o n - the views of p l a n t h i r e r s 
CRITERIA 
ORDER OF IMPORTANCE 
1 2 3 4 5 6 7 8 9 10 
P r i c i n g 36 5 3 2 - 1 - - - -
Back-up s e r v i c e 6 32 7 1 - - 1 - - -
C r e d i t terms - - 3 17 6 6 6 6 3 -
C o n d i t i o n of p l a n t 4 7 27 3 3 2 - - - 1 
Sales personnel 
i n f l u e n c e - - 4 10 13 3 7 6 3 1 
Past experience 1 - 1 7 9 15 9 4 1 -
Plant h i r e company 
r e p u t a t i o n - - - 3 6 11 18 7 1 1 
Location of depots - 1 1 - 1 1 - 5 7 31 
S k i l l and q u a l i t y of 
operator - 1 1 4 6 8 2 12 11 2 
Brand and make of 
p l a n t - 1 - - 3 - 4 7 21 11 
Note: A t o t a l of 4 respondents omitted t h i s q u e s tion. 
Thus N = 47. 
A comparison a n a l y s i s of responses from the two c o u n t r i e s ' surveys, 
as Tables 6.26 and 6.27 i l l u s t r a t e , i n d i c a t e s t h a t a l l p a r t i e s 
r e p o r t e d " p r i c i n g " as the c r i t e r i o n of the utmost importance, which 
suggests t h a t p l a n t h i r e r s i n general are very p r i c e s e n s i t i v e , 
e s p e c i a l l y those i n Singapore. While the r e s t of the c r i t e r i a are 
r a t e d very s i m i l a r l y by a l l p a r t i e s concerned, t h e r e are several 
notable d i f f e r e n c e s h i g h l i g h t e d i n the comparison a n a l y s i s . 
F i r s t l y , the c r i t e r i o n of " s k i l l and q u a l i t y of operator" was r a t e d 
higher i n the UK than i n Singapore; however, as e a r l i e r f i n d i n g s 
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operatives i n Singapore, which ex p l a i n s t h i s observation. The 
second and most important observation i s the f a c t t h a t sales 
personnel i n f l u e n c e was r a t e d as the l e a s t important c r i t e r i o n by 
the UK respondents, w h i l e t h e i r c o unterparts' r a t i n g f e l l around the 
mid-point mark on the scale. F i n a l l y , the l o w l y ranked c r i t e r i o n 
of "brand and make of p l a n t " i n d i c a t e s t h a t h i r e r s i n Singapore do 
not a t t a c h great importance t o the brand or make of p l a n t they h i r e , 
which allows the i n d u s t r y g r e a t e r f l e x i b i l i t y i n p l a n t a c q u i s i t i o n . 
6.5.4 Reasons f o r the t e r m i n a t i o n of f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company 
Plant h i r e r s were requested t o i d e n t i f y the main reasons f o r the 
t e r m i n a t i o n of f u r t h e r h i r i n g business t r a n s a c t i o n s w i t h any 
p a r t i c u l a r p l a n t h i r e company. As can be seen from Tables 6.28, the 
major reasons reported by respondents are: 'Poor back-up s e r v i c e ' 
(90.2%), 'Unable t o provide p l a n t r e q u i r e d once too o f t e n ' (74.5%), 
'Increase i n h i r e r a t e s ' (56.9%), and 'Plant provided i s no longer 
r e l i a b l e and vendors have not invested i n new p l a n t ' (35.3%). 
A comparison a n a l y s i s would i n d i c a t e t h a t these f i n d i n g s are s i m i l a r 
t o those reported i n the UK survey. 
6.6 SUMMARY OF FINDINGS 
I n t h i s chapter, an attempt has been made t o examine the p r e v a i l i n g 
marketing p o l i c i e s and p r a c t i c e s of the Singapore p l a n t h i r e 
i n d u s t r y and i t s customers' perception of t h i s approach, as w e l l as, 
whenever possible, making a comparison a n a l y s i s w i t h those of the 
United Kingdom f i n d i n g s t o e s t a b l i s h i f any s i g n i f i c a n t d i f f e r e n c e s 
e x i s t . 
One main conclusion observed from the whole di s c u s s i o n i s t h a t , 
apart from a few e x c e p t i o n a l d i f f e r e n c e s , there i s a great 
s i m i l a r i t y i n the i n d u s t r y marketing p r a c t i c e s of the two c o u n t r i e s . 
A b r i e f summary of the f i n d i n g s f o l l o w s . 
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Table 6.28 Reasons f o r the t e r m i n a t i o n of f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e company 
REASONS F % 
Change of company de c i s i o n makers 1 1.9 
Unable t o provide p l a n t r e q u i r e d once too o f t e n 38 74.5 
Salesmen have moved on t o another company 10 19.6 
Legal dispute which has hampered r e l a t i o n s h i p 7 13.7 
I t i s the company's p o l i c y t o swi t c h s u p p l i e r s 1 1.9 
Plant provided i s no longer r e l i a b l e and 
vendors have not invested i n new p l a n t 18 35.3 
Change of c r e d i t p o l i c y by h i r e r s 5 9.8 
Poor back-up s e r v i c e 46 90.2 
Increase i n h i r e r a t e s 29 56.9 
Change of parent or holding company of p l a n t 
h i r e company - -
Note: A 100% response was received f o r t h i s question. Thus 
c a l c u l a t i o n of percentage i s based on N = 51. 
Like i t s UK counterpart, the i n d u s t r y has a d i s t i n c t lack of p o l i c y 
i n the area of p l a n t a c q u i s i t i o n and d i s p o s a l , where decisions are 
undertaken haphazardly. One notable d i f f e r e n c e i n p r a c t i c e , i s 
t h a t w h i l e the m a j o r i t y of UK respondents i n d i c a t e d t h a t the p l a n t 
h i r e company should provide o p e r a t i v e s w i t h h i r e d heavy p l a n t , the 
Singapore f i n d i n g s make i t appear t h a t both sets of respondents 
( p l a n t h i r e companies and h i r e r s ) p r e f e r the oth e r t o provide 
operatives w i t h h i r e d heavy p l a n t . However, as mentioned e a r l i e r , 
the Singapore f i e l d survey was c a r r i e d out at a time when the 
country was f a c i n g a t i g h t labour market, which might j u s t be the 
cause of these f i n d i n g s . 
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With regard t o p r i c i n g , f i n d i n g s were very s i m i l a r t o those of t h e 
UK, w i t h the m a j o r i t y of companies w i t h i n the i n d u s t r y adopting a 
v a r i a b l e p r i c e s t r u c t u r e and o f f e r i n g a 30 days' c r e d i t term t o 
t h e i r customers. The most important c r i t e r i a taken i n t o 
c o n s i d e r a t i o n when quo t i n g a h i r e r a t e reported are the c r e d i t r i s k 
f a c t o r and l e n g t h of h i r e . 
Where promotional s t r a t e g y i s concerned, the m a j o r i t y of companies 
w i t h i n the i n d u s t r y spend 1% or less of turnover per annum w i t h 
a l l o c a t i o n s v a r y i n g w i d e l y between above and b e l o w - t h e - l i n e 
a d v e r t i s i n g . The major forms of sales promotion used by the 
i n d u s t r y i d e n t i f i e d are p u b l i c i t y , d i r e c t m a i l i n g and sales 
brochures. When these f i n d i n g s were compared t o those o f the UK, 
a great s i m i l a r i t y was observed; however, i t i s i n t h e area of 
personal s e l l i n g t h a t the major d i f f e r e n c e p r e v a i l e d , not so much 
i n i t s p r a c t i c e s but i n the regard attached t o i t as a form of 
communication. While the UK respondents, both t h e i n d u s t r y and 
h i r e r s , had expressed low regard f o r personal s e l l i n g and i t s 
i n f l u e n c e s , the Singapore respondents reported a more favourable 
regard f o r them. 
F i n a l l y , as f a r as customer s e r v i c e i s concerned, the f i n d i n g s 
i n d i c a t e d t h a t a d e l i v e r y time of w i t h i n f o u r hours and response t o 
breakdown of two hours were considered by both the i n d u s t r y and 
h i r e r s as r e l i a b l e and e f f i c i e n t ; w h i l e the a v a i l a b i l i t y of p l a n t 
at a l e v e l of 80% and 70% were reported by the i n d u s t r y and h i r e r s 
r e s p e c t i v e l y as acceptable. However, when compared t o those 
f i n d i n g s i n the UK, i t appears t h a t the Singapore i n d u s t r y i s less 
customer o r i e n t e d than i t s c o u n t e r p a r t , where customer s e r v i c e i s 
concerned. 
CHAPTER SEVEN 
CONTRIBUTIONS OF THE STUDY 
AND SUGGESTIONS FOR FURTHER RESEARCH 
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CHAPTER SEVEN 
CONTRIBUTIONS OF THE STUDY AND SUGGESTIONS FOR FURTHER RESEARCH 
This chapter i s devoted t o discussing the c o n t r i b u t i o n s of the 
present study and t o p r o v i d i n g some suggestions f o r f u r t h e r research 
i n the area of i n d u s t r i a l s e r v i c e marketing. But f i r s t , some 
l i m i t a t i o n s of t h i s study w i l l be presented. 
7.1 LIMITATIONS OF THE STUDY 
Taking i n t o account the foregoing f i n d i n g s , the important question 
t o be asked i s : How accurate are the f i n d i n g s ? S p e c i f i c a l l y , what 
are the f a c t o r s which w i l l a f f e c t the f i n d i n g s of the study? I n the 
f o l l o w i n g , some of these f a c t o r s are presented. These f a c t o r s 
i n c l u d e : 
7.1.1 Respondents' bias 
7.1.2 The questi o n n a i r e design bias 
7.1.3 The interviewer's/researcher's b i a s . 
7.1.1 Respondents' bias 
One of the main l i m i t a t i o n s of the study i s the respondents' b i a s . 
There are several reasons f o r such b i a s . One i s t h a t there could 
have been a lack of understanding, i . e . respondents may not have 
understood the questions p r o p e r l y . Even i f they understood the 
questions, they may have answered the questions i n a way which 
r e f l e c t e d t h e i r expectations of what the researcher wanted r a t h e r 
than what they honestly believed, or a c t u a l l y d i d themselves. This 
might have occurred, as Rosenberg [ 1 ] i n d i c a t e d , because the 
respondents f e e l t h a t they are being evaluated according t o some 
hidden c r i t e r i a , and t h a t they w i l l be judged t o be unacceptable i n 
some way. I n order t o gain a p o s i t i v e e v a l u a t i o n , the author added 
"Respondents may ad j u s t t h e i r responses so as t o correspond w i t h 
what they perceive w i l l be acceptable or 'c o r r e c t ' i n the eyes of 
the researcher". 
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A more s i m p l i s t i c e x p l a n a t i o n , but c e r t a i n l y a v a l i d one, i s t h a t 
the r e q u i r e d i n f o r m a t i o n might not be accessible t o the respondent. 
As Zaltman and Burger [ 2 ] i n d i c a t e d , the r e q u i r e d i n f o r m a t i o n might 
not be accessible t o the respondent whether because he might have 
once been i n possession of the i n f o r m a t i o n but he has simply 
f o r g o t t e n i t , or the terms or c a t e g o r i e s i n which the questionnaire 
r e q u i r e s r e c o l l e c t i o n and communication are not f a m i l i a r t o him, or 
are not those i n which he normally codes h i s experience. 
7.1.2 The q u e s t i o n n a i r e design bias 
C e r t a i n l y , one should accept and discuss the p o s s i b i l i t y t h a t one 
l i m i t a t i o n of the study was brought about by the design of the 
q u e s t i o n n a i r e . That i s , although the questions selected were t e s t e d 
on a small number of persons s i m i l a r t o the respondents t o be used 
i n the a c t u a l study, and the q u e s t i o n n a i r e was adjusted i n the l i g h t 
of such a p r e - t e s t i n g o p e r a t i o n , i t seems t h a t the q u e s t i o n n a i r e 
was, t o some degree, misleading. For instance, given responses t o 
t h i s question: 
"What do you consider r e l i a b l e and e f f i c i e n t s e r v i c e 
t o be i n the f o l l o w i n g area? Please s t a t e 
percentage". 
A v a i l a b i l i t y of p l a n t requested: % 
A v a i l a b i l i t y of accessories requested: % 
(Question 11 i n p l a n t h i r e company q u e s t i o n n a i r e and 
question 7 i n p l a n t h i r e r q u e s t i o n n a i r e ) . 
I t would appear t h a t the respondents d i d not seem t o understand 
what i s meant by t h i s question. That i s , w h i l e t h i s question was 
intended so t h a t each of the two areas should amount t o 100%, some 
respondents thought (as t h e i r responses i n d i c a t e d ) t h a t the two 
areas should t o t a l 100% and t h e r e f o r e t h e i r responses were very 
d i f f e r e n t from what I expected. 
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7.1.3 The interviewer's/researcher's bias 
Another f a c t o r which may a f f e c t the f i n d i n g s of the study i s 
interviewer's/researcher's b i a s . That i s , one cause of v a r i a b i l i t y 
i n the responses could be the interviewer's/researcher's 
i n t e r p r e t a t i o n and perception i n a d m i n i s t e r i n g the quest i o n n a i r e 
which might unconsciously have i n f l u e n c e d the respondents and 
t h e r e f o r e have l e d t o some misunderstanding or confusion. 
A great deal of a t t e n t i o n has been focused on s t u d i e s which examine 
the i n t e r v i e w e r ' s own opinions or a t t i t u d e s on the t o p i c under 
i n v e s t i g a t i o n i n r e l a t i o n t o the type of responses he/she r e p o r t s . 
I n a study on opinions about p r e f a b r i c a t e d housing, i t was found 
t h a t i n t e r v i e w e r s who were themselves favourable t o such housing 
reported more favourable responses 13]. 
Zaltman and Burger [ 4 ] support t h i s view when they p o i n t out t h a t : 
"when w r i t i n g down long answers t o questions, i t i s 
possible t h a t i n t e r v i e w e r s , consciously or 
unconsciously, sometimes record s e l e c t i v e l y according 
t o t h e i r own views". 
The authors added: 
" S i t u a t i o n a l f a c t o r s , such as time-pressure and 
ambiguity of the responses may be a c o n t r i b u t i n g 
f a c t o r here". 
7.2 CONTRIBUTIONS OF THE STUDY 
This research, despite i t s l i m i t a t i o n s , i s thought t o make some 
c o n t r i b u t i o n s t o the l i t e r a t u r e of i n d u s t r i a l marketing and t o 
o f f e r some i n s i g h t s f o r the p l a n t h i r e i n d u s t r y . 
F i r s t l y , t h i s study has d e a l t w i t h a somewhat neglected area, i . e . 
i n d u s t r i a l s e r v i c e marketing, i n an attempt t o discover the 
p r e v a i l i n g marketing p o l i c i e s and p r a c t i c e s of the p l a n t h i r e 
i n d u s t r y and i t s customers' perc e p t i o n of t h e i r approach. I n t h i s 
way, i t can be considered a f u r t h e r source f o r the d i f f u s i o n of 
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marketing i n n o v a t i o n , p a r t i c u l a r l y i n the p l a n t h i r e i n d u s t r y , i n 
order t o help i t p r a c t i s e b e t t e r marketing. However, the important 
c r i t e r i o n f o r the d i f f u s i o n of marketing i n t h i s area i s t h a t of 
relevance. S p e c i f i c a l l y , marketers should judge the value of t h e i r 
c o n t r i b u t i o n , at l e a s t i n p a r t , i n terms of how much i t a c t u a l l y 
does help the p l a n t h i r e i n d u s t r y p r a c t i s e b e t t e r marketing. As 
Austen [ 5 ] i n d i c a t e d , any a p p l i e d science, but p a r t i c u l a r l y an 
ap p l i e d s o c i a l science, tends t o hover u n e a s i l y between being 
a r i d l y t h e o r e t i c a l and a c o l l e c t i o n of "cook book" p r e s c r i p t i o n s 
a p p l i e d and a p p l i c a b l e t o a narrow range of ephemeral s i t u a t i o n s . 
I t i s only by interchange of theory and p r a c t i c e over a wide and 
dive r g e n t range of l i v i n g s i t u a t i o n s t h a t a d i s c i p l i n e l i k e 
marketing can broaden and deepen i t s f i e l d w h i l e enhancing r a t h e r 
than reducing i t s p r a c t i c a l relevance. 
Secondly, the present study, i n a d d i t i o n t o the body of l i t e r a t u r e , 
provides u s e f u l e m p i r i c a l data and i n f o r m a t i o n which can enable 
marketers, those of the p l a n t h i r e i n d u s t r y i n p a r t i c u l a r , t o see 
c e r t a i n areas f o r mutual co-operation and concern. Accordingly, 
the most important c o n t r i b u t i o n t h a t marketers could make would be 
i n determining and suggesting ways by which t h e i r o r g a n i s a t i o n s can 
b e n e f i t from applying b e t t e r marketing p o l i c i e s and s t r a t e g i e s t o 
meet customers' needs more e f f e c t i v e l y and e f f i c i e n t l y . 
7.3 SUGGESTIONS FOR FURTHER RESEARCH 
As was apparent from the l i t e r a t u r e review, there i s a general lack 
of t e x t s s p e c i f i c a l l y on i n d u s t r i a l s e r vice marketing, meaning t h a t 
any other attempts a t research on t h i s subject area i n any form 
w i l l be encouraged. However, one of the weaknesses of the study i s 
t h a t no hypotheses were formulated t o guide the c o l l e c t i o n , 
a n a l y s i s and i n t e r p r e t a t i o n of data. Therefore, the recommendation 
i s t h a t any other attempts should include the f o r m u l a t i o n of 
hypotheses to guide the study, which would provide more conclusive 
evidence. 
One suggestion i s t h a t an i n v e s t i g a t i o n could be done t o e s t a b l i s h 
t h a t i n d u s t r i a l s e r v i c e marketing d i f f e r s i n i t s p r a c t i c e s t o other 
128 
forms of marketing such as consumer product marketing, consumer 
se r v i c e marketing and even i n d u s t r i a l product marketing, i n order 
t o j u s t i f y i t s stand as an area of study on i t s own. An 
i n t e r e s t i n g approach would be t o s e l e c t a sample of o r g a n i s a t i o n s 
from each category mentioned, t o i n v e s t i g a t e i n t o t h e i r p r e v a i l i n g 
marketing p r a c t i c e s and t o e s t a b l i s h any s i g n f i c a n t d i f f e r e n c e s . 
S t i l l another approach i s t h a t of examining the extent t o which the 
a p p l i c a t i o n of one s p e c i f i c marketing a c t i v i t y , not a l l marketing 
a c t i v i t i e s examined by t h i s study, d i f f e r s i n p r a c t i c e from the 
other various forms of marketing. For example, t o what extent i s 
the promotion element as a whole, or a d v e r t i s i n g i n p a r t i c u l a r , 
p r a c t i s e d w i t h i n the i n d u s t r i a l s e r v i c e sector, and how does t h i s 
compare w i t h the p r a c t i c e s of other sectors? 
F i n a l l y , the comparative method employed i n t h i s study could also 
prove a u s e f u l technique i n i n v e s t i g a t i n g the p r e v a i l i n g marketing 
p r a c t i c e s i n other i n d u s t r i a l s e r v i c e i n d u s t r i e s . 
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PLANT HIRE COMPANY QUESTIONNAIRE 
132 
DURHAM UNIVERSITY BUSINESS SCHOOL, M i l l H i l l Lane, Durham, DH1 3LB. 
Dear S i r , 
I am a postgraduate student, at present conducting research on the 
p r e v a i l i n g marketing p r a c t i c e s i n the United Kingdom p l a n t h i r e 
i n d u s t r y i n comparison t o those of Singapore. 
Your p a r t i c i p a t i o n w i l l be g r e a t l y appreciated and i n r e t u r n a 
summarised r e p o r t of the f i n d i n g s w i l l be mailed t o you. 
A l l i n f o r m a t i o n given i n t h i s q uestionnaire w i l l be t r e a t e d as 
s t r i c t l y c o n f i d e n t i a l . 
Please TICK the appr o p r i a t e boxes, unless otherwise STATED i n a 
p a r t i c u l a r question. 
What i s the n a t i o n a l i t y of your parent or h o l d i n g company? 
American [ ] Scandinavian [ ] 
B r i t i s h [ ] Korean [ ] 
European [ ] Local [ ] 
Japanese [ ] Other, please s p e c i f y [ ] 
Which are the market sectors serviced by your company? 
Construction 
Ship r e p a i r 
Off-shore 
Engineering 
A g r i c u l t u r e 
F orestry 
Mining 
Public a u t h o r i t y 
Local a u t h o r i t y 
Other, please s p e c i f y 
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The types of p l a n t w i t h i n 
A i r compressors [ ] 
Tr a c t o r s [ ] 
A i r t o o l f ] 
Cranes [ ] 
Dumpers [ ] 
Dozers [ ] 
Generators [ ] 
Dump t r u c k s [ ] 
Road sweepers [ ] 
S c a f f o l d i n g [ ] 
T r a i l e r s [ ] 
Welding sets [ ] 
Work p l a t f o r m [ ] 
Other, please 
s p e c i f y [ ] 
your h i r e f l e e t ? 
Excavators 






R o l l e r s 
F o r k l i f t s 
Tower cranes 
T u n n e l l i n g equipment 
Winches 
Screening equipment 
I n regard t o 'heavy p l a n t h i r e w i t h operator' how does your 
company f e e l about customers p r o v i d i n g t h e i r own personnel 
t o operate the h i r e d p l a n t and why? 
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What are the p r i c i n g p o l i c i e s p r a c t i s e d by your company? 
One standard p r i c e l i s t [ ] 
Va r i a b l e p r i c e s t r u c t u r e [ ] 
Other, please s p e c i f y [ ] 
What are the c r e d i t terms o f f e r e d by your company? 
I n p r a c t i c e , what i s your average debtors settlement date? 
What are the major c r i t e r i a taken i n t o c o n s i d e r a t i o n when 
you are quoting a h i r e rate? 
Please rank order of importance by r e p l a c i n g t i c k s w i t h 
number i n boxes. (1 being the most and 8 being the l e a s t 
i m p o r t a n t ) . 
Length of h i r e [ ] 
Service l e v e l requirement of customers [ ] 
Condition and environment where p l a n t i s t o be used [ ] 
C r e d i t r i s k f a c t o r s [ ] 
Market demand at time of q u o t a t i o n [ ] 
Plant a v a i l a b i l i t y a t time of q u o t a t i o n [ ] 
Size of order [ ] 
Accessories requirement [ ] 
Any other c r i t e r i a not l i s t e d . 
Please s p e c i f y and rank: 
How many depots are there i n your company operation? 
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10. What do you consider r e l i a b l e and e f f i c i e n t s e r v i c e t o be i n 
the f o l l o w i n g areas? 
Please s t a t e number of hours you would expect t o be taken on 
average. 
D e l i v e r y time hours 
Response t o breakdown or services hours 
11. What do you consider r e l i a b l e and e f f i c i e n t s e r v i c e t o be i n 
the f o l l o w i n g areas? 
Please s t a t e percentage 
A v a i l a b i l i t y of p l a n t requested 
A v a i l a b i l i t y of accessories requested 
12. How i s t r a n s p o r t a t i o n of p l a n t undertaken i n your company? 
Please s t a t e percentage. 
Own t r a n s p o r t % 
Outside t r a n s p o r t c o n t r a c t o r s % 
Other, please s p e c i f y : 
13. As a r u l e , are t r a n s p o r t a t i o n of p l a n t charges included i n 
the h i r e rates? 
Yes [ ] 
No [ ] 
Please comment, i f any: 
14. Please i n d i c a t e l e v e l of expenditure given t o the f o l l o w i n g 
marketing communication a c t i v i t i e s i n your company by 
e s t i m a t i n g the percentage of a t o t a l of 100%. 
Press a d v e r t i s i n g 
(e.g. t r a d e magazine and press) % 
Sales promotion 
(e.g. e x h i b i t i o n s , give-aways, competitions, 
sales brochures and d i r e c t m a i l i n g ) % 
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I n the context of promotion, what types of communication 
t o o l are used by your company? 
Please rank i n order of importance ( 1 being the most and 7 
being the l e a s t i m p o r t a n t ) . 
E x h i b i t i o n [ ] 
Give-aways [ ] 
Sales brochure [ ] 
Public r e l a t i o n s [ ] 
Hidden discount 





Any not l i s t e d , please s p e c i f y and rank: 
Please s t a t e approximately how much i s spent on 
a d v e r t i s i n g and sales promotion i n terms of 
percentage of turnover % 
What i s the s t r e n g t h of your sales force? 
Please s t a t e number of salesmen 
How i s the deployment of your company's sales f o r c e 
undertaken? 
By geographical t e r r i t o r i e s 
By market sectors 
By p l a n t types 
Decision undertaken by i n d i v i d u a l depot 
or r e g i o n a l o f f i c e 
Other, please s p e c i f y 
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19. Please s t a t e the 5 most important a t t r i b u t e s when r e c r u i t i n g 
a salesman f o r your company i n the order of importance. 
20. How are your sales f o r c e remunerated? 
S t r a i g h t - s a l a r y plan [ ] 
Straight-commission p l a n [ ] 
Combination s a l a r y and commission plan [ ] 
Other, please s p e c i f y [ ] 
21. What are your company p o l i c i e s i n regard t o p l a n t 
a c q u i s i t i o n and disposal? Please e x p l a i n i n your own words. 
Plant a c q u i s i t i o n : 
Plant d i s p o s a l : 
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From your company's viewpoint, please rank the f o l l o w i n g 
c r i t e r i a i n order of importance when a customer i s making a 
h i r e d e c i s i o n (1 being the most and 10 being the l e a s t 
i m p o r t a n t ) . 
P r i c i n g 
Back-up s e r v i c e 
C r e d i t term 
C o n d i t i o n of p l a n t 
Sales personnel i n f l u e n c e 
Past experience 
H i r e r company r e p u t a t i o n 
Location of depots 
S k i l l and q u a l i t y of operators provided by h i r e r s 
f o r p l a n t normally h i r e d out w i t h operators 
Brand and make of p l a n t 
Please i n d i c a t e i n percentage, the c o n t r i b u t i o n of each 
market sector towards your company annual h i r i n g business 
turnover. 
C o n struction % Fo r e s t r y % 
Ship r e p a i r % Mining % 
Off-shore % Public 
Engineering % 
a u t h o r i t y 
Local 
A g r i c u l t u r e % a u t h o r i t y 
Other, please s p e c i f y : 
Please i n d i c a t e the size of your company annual h i r e 
business i n terms of turnover 
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25. A summarised r e p o r t of the r e s u l t of t h i s survey w i l l be 
made a v a i l a b l e t o every member of the sample f o r t h e i r 
c o n t r i b u t i o n and co-operation. 
Please t i c k the ap p r o p r i a t e box f o r a copy 
Yes [ ] 
No t ] 
Company: 
Name and t i t l e : 
Address: 
Telephone: Date: 
26. Have you any f u r t h e r comments which you would l i k e t o make 
as an operator i n t h i s i n d u s t r y ? 
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APPENDIX 2 
PLANT HIRER QUESTIONNAIRE 
DURHAM UNIVERSITY BUSINESS SCHOOL, M i l l H i l l Lane, Durham, DH1 3LB. 
Dear S i r , 
I am a postgraduate student a t present conducting research on the 
p r e v a i l i n g marketing p r a c t i c e s i n the United Kingdom p l a n t h i r e 
i n d u s t r y i n comparison t o those of Singapore. 
Your p a r t i c i p a t i o n w i l l be g r e a t l y appreciated and i n r e t u r n a 
summarised r e p o r t of the f i n d i n g s w i l l be mailed t o you. 
A l l i n f o r m a t i o n given i n t h i s q u e s t i o n n a i r e w i l l be t r e a t e d as 
s t r i c t l y c o n f i d e n t i a l . 
Please TICK the ap p r o p r i a t e boxes, unless otherwise STATED i n a 
p a r t i c u l a r question. 
What i s the nature of your company business? 
Construction 
Ship r e p a i r 
Off-shore 
Engineering 
A g r i c u l t u r e 
F orestry 
Mining 
Public a u t h o r i t y 
Local a u t h o r i t y 
Other, please 
s p e c i f y 
What i s the n a t i o n a l i t y of your parent or h o l d i n g company"; 
American [ ] Scandinavian [ ] 
European [ ] Korean [ ] 
Japanese [ ] Local [ ] 
B r i t i s h [ ] Other, please 
s p e c i f y [ ] 
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3. How are p l a n t h i r i n g d e c i s i o n s undertaken i n your company? 
A l l h i r i n g i s undertaken i n a c e n t r a l o f f i c e 
Decisions are undertaken i n r e g i o n a l o f f i c e s 
Decisions are undertaken i n r e g i o n a l o f f i c e s 
but dealings are r e s t r i c t e d t o a l i s t of p l a n t 
h i r e operators approved by the head o f f i c e 
Decisions are delegated t o re s p e c t i v e 
p r o j e c t c h i e f s 
Decisions are delegated 
c h i e f s but dealings are 
of p l a n t h i r e operators 
Other, please s p e c i f y 
t o r e s p e c t i v e p r o j e c t 
r e s t r i c t e d t o a l i s t 
approved by head o f f i c e 
4. Based upon your company past experience, what are the common 
reasons f o r the t e r m i n a t i o n of any f u r t h e r h i r i n g business 
t r a n s a c t i o n s w i t h any p a r t i c u l a r p l a n t h i r e r s ? 
Change of company d e c i s i o n makers i n t h i s 
area w i t h i n your company [ ] 
Unable t o provide p l a n t r e q u i r e d once too o f t e n [ ] 
Salesmen have moved on t o another company [ ] 
Legal dispute which has hampered r e l a t i o n s h i p [ ] 
I t i s the company's p o l i c y t o s w i t c h s u p p l i e r s [ ] 
Plant provided i s no longer r e l i a b l e and 
h i r e r s have not invested i n new p l a n t [ ] 
Change of c r e d i t p o l i c y by h i r e r s [ ] 
Poor back-up services [ ] 
Increase i n h i r e rates [ ] 
Change of parent or h o l d i n g company of h i r e r s [ ] 
Other, please s p e c i f y [ ] 
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Heavy p l a n t h i r e operators o f t e n provide t h e i r own people t o 
operate the h i r e d equipment. What i s your company's o p i n i o n 
about p r o v i d i n g your own personnel t o operate h i r e d heavy 
p l a n t and why? 
What do you consider r e l i a b l e and e f f i c i e n t s e r v i c e t o be i n 
the f o l l o w i n g areas? Please s t a t e number of hours you would 
expect t o be taken on average. 
D e l i v e r y time hours 
Response t o breakdown or services hours 
What do you consider r e l i a b l e and e f f i c i e n t s e r v i c e t o be i n 
the f o l l o w i n g areas? Please s t a t e percentage. 
A v a i l a b i l i t y of p l a n t requested % 
A v a i l a b i l i t y of accessories requested % 
Based upon your contact w i t h p l a n t h i r e r s ' salesmen, how do 
you assess them i n the context of t h e i r job? 
Besides being c a l l e d on by the h i r e r s ' salesmen, what other 
i n f o r m a t i o n do you l i k e t o see mailed t o you r e g u l a r l y ? 
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10. Please rank the f o l l o w i n g c r i t e r i a i n order of importance 
from 1-10 when your company i s making a h i r i n g d e c i s i o n ( 1 
being the most and 10 being the l e a s t i m p o r t a n t ) . 
P r i c i n g [ ] 
Back-up services [ ] 
Credi t terms [ ] 
Condition of p l a n t [ ] 
Sales personnel i n f l u e n c e [ ] 
Past experience [ ] 
H i r e r company r e p u t a t i o n [ ] 
Location of depots [ ] 
S k i l l and q u a l i t y of operators provided by h i r e r s 
f o r p l a n t normally h i r e d out w i t h operators [ ] 
Brand and make of p l a n t [ ] 
11. Please i n d i c a t e your company average annual spending f o r 
pl a n t h i r e . 
Less than £100,000 [ ] £2 millions-£2.99 m [ ] 
£100,000-£249,000 [ ] £3 millions-£3.99 m [ ] 
£250,000-£499,000 [ ] £4 millions-£4.99 m [ ] 
£500,000-£999,000 [ ] Above £5 m i l l i o n s [ ] 
£1 million-£1.99 m [ ] 
12. What type of h i r e packages would your company l i k e t o see 
being o f f e r e d by h i r e r s which are not on o f f e r a t present 
w i t h i n the industry? 
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13. What are the reasons f o r your company to take up a hire 
agreement rather than ownership f o r a piece of plant? 
14. Please indicate the size of your company i n terms of 
turnover. 
15. A summarised report of the resul t of t h i s survey w i l l be 
made available to every member of the sample for t h e i r 
contribution and co-operation. Please t i c k the appropriate 
box f o r a copy. 
Yes [ ] 
No [ ] 
Company name: 
Name and t i t l e : 
Address: 
Telephone: _ Date: 
16. Have you any further comments you would l i k e to make as a 
user of plant hire? 
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APPENDIX 3 
TABLES NOT PRESENTED IN THE ANALYSIS OF FINDINGS CHAPTERS 
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Table 5.25 Nationality of plant h i r e companies 
NATIONALITY F % 
B r i t i s h 176 96.2 
European 2 1.1 
Japanese 1 0.5 
Other 4 2.2 
Total 183 100 
Table 5.26 The nature of plant h i r e r s ' business 
NATURE OF BUSINESS F % 
Construction 80 55.6 
Shipbuilding and repair 7 4.9 
Off-shore contractor 2 1.4 
Engineering 13 9.0 
Mining and quarry 10 6.9 
Public and local authority 12 8.3 
Forestry 5 3.5 
Other 15 10.4 
Total 144 100 
Table 5.27 Company n a t i o n a l i t y of plant hirers 
NATIONALITY F % 
American 3 2.1 
European 5 3.5 
Japanese 1 0.7 
B r i t i s h 131 90.9 
Scandinavian 2 1.4 
Other 2 1.4 
Total 144 100 
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Table 5.28 Plant hi r e r s ' average annual spending f o r plant h i r e 
AVERAGE ANNUAL SPENDING (£) F % 
Less than 100,000 60 41.7 
100,000-249,000 26 18.0 
250,000-499,000 21 14.6 
500,000-999,000 11 7.6 
1-1.99 mil l i o n s 13 9.0 
2-2.99 millions - -
3-3.99 mil l i o n s - -
4-4.99 mil l i o n s 5 3.5 
5 mi l l i o n s and above 6 4.2 
No information 2 1.4 
Total 144 100 
Table 5.29 Plant hirers by turnover 
ANNUAL TURNOVER (£ m) F % 
Less than 1 21 41.6 
1-4.99 30 20.8 
5-9.99 19 13.2 
10-19.99 19 13.2 
20-29.99 10 6.9 
30-39.99 6 4.2 
40-49.99 6 4.2 
50-59.99 6 4.2 
60-69.99 - -
70-79.99 3 2.1 
80-89.99 2 1.4 
90-99.99 1 0.7 
100 and above 11 7.6 
No i n f o r m a t i o n 10 6.9 
T o t a l 144 100 
Table 6.29 Nationality of plant h i r e companies 
NATIONALITY F % 
American 2 6.7 
European 2 6.7 
Japanese 3 10.0 
Singaporean 20 66.6 
Others 3 10.0 
Total 30 100 
Table 6.30 Clas s i f i c a t i o n of plant h i r e companies by number of 
depots i n t h e i r operation 
NUMBER OF DEPOTS F % 
1 27 90 
2 3 10 
Total 30 100 
Table 6.31 The nature of plant h i r e r s ' business 
NATURE OF BUSINESS F % 
Construction 23 45.1 
Shipbuilding and repair 20 39.2 
Off-shore contractors 6 11.8 
Engineering 2 3.9 
Total 51 100 
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Table 6.32 Company n a t i o n a l i t y of plant h i r e r s 
NATIONALITY F % 
American 2 3.9 
European 2 3.9 
Japanese 4 7.8 
B r i t i s h 1 2.0 
Korean 1 2.0 
Singaporean 39 76.5 
Others 2 3.9 
Total 51 100 
Table 6.33 Plant hirers' average annual spending on plant hire 
AVERAGE ANNUAL SPENDING (SIN $) F % 
Less than 100,000 23 45.1 
100,000-249,000 15 29.4 
250,000-499,000 2 3.9 
500,000-999,000 5 9.8 
1-1.99 mi l l i o n s 2 3.9 
2-2.99 mil l i o n s 1 2.0 
3-3.99 millions 1 2.0 
No information 2 3.9 
Total 51 100 
Note: At the time of the survey currency exchange rate was SIN 
$3.20 to £1. 
14 
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